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© 3 Reasons Why 
You'll Make More 


Money Selling 
UNION Tools! 
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Malleable Iron and 
Riveted Joints were 
the points you “‘Sold” 
to a customer? 


Remember when people who wanted a quality 
range wouldn’t think of buying anything but a 
“Malleable ?” 

Remember when RIVETS around the oven 
were an evidence of malleable construction? And 
how you used to poke around inside, to show that 
the joints were made tight without relying on 
stove putty? 

Well, times have changed. Today it’s porcelain 
enamel and modern design that your customer 
looks at first. But would that customer admit 
that she was ready to accept “eye value” as a 
SUBSTITUTE for quality construction? 

Not by a long shot! She wants “looks” . . . but 
she wants quality too, and she expects YOU to 
see that she gets it. 


The 
OLD and 
the NEW 


Both Full 
Malleable 


























Model 595 — The newest 
Monarch Balanced Design, 
in all types of equipment 
and choice of Ivory-Tan or 
Nile-Green porcelain enamel. 

















Advertising 
Mlustration 
Made in 1907 
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If you agree ... if you accept the responsibility 
placed on you as a dealer .. . there is just ONE 
range you can sell... The MONARCH! 

MONARCH is as modern as next year’s fash- 
ions. It uses beautiful white or tinted porcelain to 
produce a design that gives an “eye value” with 
sure-fire appeal. 

But MONARCH is still a FULL MALLEABLE. 
Not a “malleable” in name only like some ranges 
you may know of. But a genuine malleable built 
exactly like the MONARCHS of 30 years ago. 

There’s malleable iron in the top and top 
frame, in the riveted frames front and back of 
the oven,‘in the door frames, the hinges and in 
every other part subject to strain or breakage. 
These details of construction are still there though 
your customer can’t see them, for they are all 
concealed by the gleaming porcelain body. 

You don’t have to “sell” the beauty of a mod- 
ern MONARCH Range. That speaks for itself. 
Put your efforts on “selling” the fundamentals 
of malleable construction and see how sales and 
profits will increase! 

MALLEABLE IRON RANGE CO. 
64 LAKE ST. BEAVER DAM, WIS. 
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THAT STANDS 
BETWEEN THE 
PROWLER AND 
§ YOUR TREASURES 
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The above tllustra- 
tion was featured in 
a recent YALE mag- 
; azine advertisement. 


Hag RHE NAME 


~YALE~ 


ON ANY LOCK 
YOU USE 





THE HIGHEST STANDARD OF SECURITY 


HE name YALE is known everywhere as representing the highest degree of lock protec- 
tion. That is why YALE Locks are more readily accepted and easier to sell. Three 
strong, dependable deadlocks in the extensive YALE line are pictured below. They are excel- 


lent locks for you to feature and recommend to your customers. 


No. 44 YALE DEADLATCH 


Called “the lock that never forgets” 
because it deadlocks automatically 
with a double throw of the bolt 
whenever the door is closed. 
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No. 192 YALE DEADLOCK 
The “rotary bolt deadlock”. The 
34 inch bolt turns as it enters the 
strike, holding case and strike 
together in a grip of solid steel. 





STAMFORD, CONN. 


No. 197 YALE DEADLOCK 
Two vertical bolts of case-hardened 
steel lock the door and jamb into 
an inseparable unit. Choice of 
bronze or chromium finish. 
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THE YALE & TOWNE MFG. CO. 














International Half-Ton Model C-1 Truck with canopy-top express body and screened etdee. 


Transportation AT LOW COST 


CONOMY is the sum and substance of truck owner- 
ship. You may do without economy in a ear but 
the truck is a stern business proposition. It has always 










been so—but today more than ever. For more than 
thirty years International has sought one objective— 
transportation at the lowest possible cost for the man 
with loads to haul. That is the root and heart 
of International Truck success. 


That 30-year endeavor bears sound fruit 
today in the new Internationals. Their un- 
failing day-in and day-out service will give 
you a new idea of dependable truck perform- 
ance. And every mile they run and every 
load they haul will be a revelation to you in 
lower figures on your cost sheets. Sizes range 
from 14-ton to 10-ton. Sold and serviced 


Fes SSten the here te toante, sombined south through 230 Company-owned branches, and 
cone and Cones Manes Serr d l ™ 

oY wner ALL- 
TRUCK performance, economy, and value. ealers everyw ere. 


INTERNATIONAL HARVESTER COMPANY 


606 So. Michigan Ave. OF AMERICA Chicago, Illinois 
(Incorporated) 


INTERNATIONAL TRUCKS 
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NY fisherman would be proud 
} to show such a “beauty” and 
any dealer will proudly show 
UNION Fishing Tackle this season. 
From Grover Cleveland down to 
Franklin Roosevelt every President 
has been an enthusiastic angler, but 
‘ ai the average fisherman doesn’t need 
o. . 
“UNION" a President’s salary to buy UNION 
gulie , Fishing Tackle. UNION Rods and 
Reels are sold at prices that make 
¢ buying easy for sportsmen and 
; allow a good margin for dealers. 
The dealer who displays UNION 
Tubular Steel Casting Rods, Solid 
Steel Rods and Telescopic Rods 
will fish with the right “Bait” for 
customers. And UNION Reels will 
help him land them — every time. 
Note specifications of the new rods 
and reels printed below— 
HT 
i UNION FISHING RODS and REELS 
No. 4514 
"UNION" 
Steel No. 4951 UNION No. 4514 UNION 
Telescopic Steel Casting Rod Steel Telescopic Rod 
Rod One joint with aluminum die cast Four telescopic joints and reversi- 
handle, double grip casting offset ble handle, solid cork grip, black 
with reel seat and finger hook, enamel butt joint, agatized guides 
nickel plated trimmings, solid cork and agatized angle offset top. Pack- 
: grip, tapered round tubular joint, ed in a partitioned cloth bag. 
mahogany enamel finish, agatized Lengths 8%, 9 and 9% ft. A 
guides and offset top, silk wound. splendid rod of this type. 
Packed in partitioned khaki bag. 
4, 4% and 5 ft. lengths. = 
p No. 7169 ‘ No. 7169 A. sturdy light weight reel. Made of Duralumin = 
"UNION" UNION bw = = ao be — = line. a = 
sta wi n 01 e en = 
Fly Reel Fly Reel plate compumuetan. "Removable poo Ne Black finish. = 
No. 7165. Same. except natural aluminum satin L 
finish. i 
. i 
Ask your Jobber to supply you. Lh 
Send for latest catalog No 16 = 
2 
= a — 
No. 4160 Reg. U. S. Pat. Of. = 
“UNION” a Established 1854 
Steel 2 
Casting No. 7266 TORRINGTON, CONN. No. 1336 F 
Rod "UNION" Level Winding 2 Piece 
Fishing Reel New York Office 151 Chambers Street Salt Water 
Rod 
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SELL SENSIBLE GIFTS FOR MOTHER’S DAY! 


Knickknacks are out! Gifts that last only for 
the day are usually remembered only during that 
day. General Electric Hotpoint gifts are remem- 
brances of lasting usefulness. 


Mother is the “‘sensiblest’”’ person we know. If 
she could have her way — on her day — she would 
receive only gifts which last — which save her time 
and steps — which help to make ‘“‘Home Sweet 
Home’’ even sweeter. 


Mother’s Day — the second biggest gift-giving 
day of the year, offers you, Mr. Retailer, the 
opportunity to — ELECTRICAL wes fl oe 
six-cup Mayfair Coffee Maker, in specia other’s 
Day Gift Package, is available NOW, through your THE MODERNE $895 
distributor. Plan to install a Mother’s Day window. the Coupon TODAY. Just send your name and address. 
Display the Coffee Maker. Display the Gift Pack- That’s all that is necessary. Don’t miss-a chance to seize 
age. Display other attractive General Electric Hot- ADDED SALES VOLUME which is yours for the asking. 
eee ee ee ne RII i rg ae a a ee 


The top illustration is reproduced from Hotpoint 
III sc sa nacumnannd ipbindualundiionabehebbadplnasenbetnaeicenite 
Mother’s Day Window Banner, printed in several 
, pee ; aca paniheopaalasien 
colors. If you have not already sent for one, mail 


GENERAL @ ELECTRIC 





ANOTHER IDEAL GIFT 





MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 
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GIVE YOUR BREAD AND BUTTER 


After the smoke of glam- 


orous drives on specialty 





products blows over you 
come back to the fact that 














your ‘‘Bread and Butter’’ 
comes from staple hard- 
ware lines. 

Thanks to the building 


and remodeling activities 





created by the National 
Housing Act the demand 
for Hardware is climbing 
again. 

Dress up your Hardware 
Department, follow the 


building activities in your 





locality, tie up with the 
constructive National Ad- 
vertising being carried on 
by STANLEY this year. 
Use the timely merchan- 
dising material offered by 
STANLEY. 

Make STANLEY 
HARDWARE your Big 
Line for 1935 — conditions 
are ripe for more hardware 


business. 


STANLEY HARDWARE 
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R BUSINESS A BREAK IN 1335 


STANLEY ADVERTISING WILL 
HELP YOU INCREASE YOUR 
SALES OF BETTER 
QUALITY HARDWARE IN 1935 


Home Uw ner 
FOR YUUR BENEFIT 


, National Advertising: 


Under the new financing terms of Title II of the 
National Housing Act, home planning, budgeting 
and financing will be on a 20 year basis. Stanley Ad- 
vertising cautions prospective home owners that they 
must ‘‘Decide Now” what their home will be like in 
20 years—when the last paymemt is made. Depend- 
ing upon the selection of materials, their home will be 
attractive, permanent, livable; or it will be in pieces. 

Architects and builders are being encouraged 
to use the Stanley printed material to emphasize 
these same arguments. 





MAKE THIS ADVERTISING WORK FOR 
YOU «= «= # # #® Use the Material Available 


Forceful Booklet tells the Story: 


More sales of better quality hardware will result 
from the widespread distribution of this unusual 32- 
page booklet on Stanley Hardware. It is the guide 
to the selection of appropriate hardware for perma- 
nent satisfaction. Send a copy to everyone who 
plans to build or remodel. Distribute them in your 
hardware department. 


Window and Inside Store Display: 


The need for selecting better quality hardware 
is illustrated dramatically in this large, colorful dis- 
play. Build a window around it. Display it promi- 
nently in your hardware department. 

Send coupon below for the material listed; it 
will add real life to your hardware department. 








THE STANLEY WORKS 


New Britain, Conn. 





FOR THE HOME 
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(aie The Boston Line of Garden Hose 
eget A Standard Line for Every Need 


NOZZLE 
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Known everywhere by name and recog- 
nized as the standard friction tape of the 





The mest imitated noz 

Never equalled in quality. Each nozzle Good Luck Hese Washers sell 

packed in a separate carton. 12 cartons for 10c a package showing you country. Nationally advertised. In 1, 2, 4 

in full color lithographed display pack- a splendid profit. Two gross nd 8 ounce rolls; in full color cartons 

age. The fastest selling nozzle in the (24 cartons) in display con- all packed in handsome full color display 
tainer as shown. containers. 


world. 


BOSTON WOVEN HOSE & RUBBER CO. 


Mokers of Quality Rubber Goods for More Than Fifty Years 
Postal Address: Box 1071, Boston, Massachusetts 


Works: Cambridge, Massachusetts 
HARDWARE AGE 
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VOLUME BUSINES 


IN THE PAINT LINE 


Let these three members of the 
craft give you the answer... 


* * * 


(Right) DANIEL OLIVER — ABERDEEN, WASH. 
“I average about $650 a year for paint materials and 
supplies and I buy all of these where I get my Dutch 
Boy W hite-Lead. By confining my purchases to the 
store where I buy white-lead I am assured of the 
utmost cooperation. 





(Above) RAYMOND F. WALDVOGEL—CATONSVILLE, MD. 
“We buy all of our paint material from two local 
paint dealers who furnish us with our Dutch Boy 
White-Lead. This business totals about $3000 
annually.” 


DUTCH BOY 


Firpose Soft 


WHITE- EAD 
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HARVEY L. McGOVERN 
WEBSTER GROVE, MO. 
“My material purchases 
amount to approximately 
$1800 a year and I spend 
this money with the firm 
which supplies me with 
Dutch Boy W hite-Lead.” 





VOLUME FOLLOWS THE DUTCH BOY SYMBOL 


As these letters show, painters’ business is volume business 
and painters buy their supplies where they buy their white- 
lead. If you want to get the painters’ business—volume 
business—stock and push Dutch Boy White-Lead, the 
most sought-after item in a painter’s line. Other painters’ 
products that enjoy the prestige accorded the Dutch Boy 
symbol are: Dutch Boy Lead Mixing Oil, Dutch Boy 
Linseed Oil, Dutch Boy Liquid Drier, Dutch Boy Colors- 
in-Oil, and Dutch Boy Wall Primer. 


NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak St., Buf- 
falo; 900 W. 18th St., Chicago; 659 Freeman 
Ave., Cincinnati; 820 West Superior Avenue, 
Cleveland; 722 Chestnut St., St. Louis; 2240 
24th St., San Francisco; National-Boston Lead 
Co., 800 Albany St., Boston; National Lead 
& Oil Co. of Pa., 316 4th Ave., Pittsburgh ; John 
T. Lewis & Bros. Co., Widener Bidg., Phila. 
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‘’ IN THE SPRING, 
lightly turns 


Song of Spring 
—as a Cyclone dealer might sing it 


Oh Spring, Oh Spring, Oh Swellest 
Spring, 

To you I write these “‘pomes” 

You bring the village husbands out 

Of drowsing in their homes. 


When they come out, oh fairest 
Spring, 

The boys will rush to buy 

Our seeds and nails, and our rakes 
and pails — 

Will we be rushed?—Oh my! 


We'll sell ’em fence—of Cyclone’s 
best — 

And screen wire—yards galore. 

They'll like our burner baskets, too, 

And they'll come back for more! 


Our windows we'll fix up tonight 
“Spring cleanup” they will shout! 
We'll fill ‘em full of fence and screen 
That'll knock their eyes right out! 


This Cyclone line is built for Spring 
And moves right off our floor, 

For all the folks know Cyclone 

And they come back for more! 


-LARDWARE AGE 





A HOME-OWNER’S FANCY 


to thoughts of 


sa 


on. 
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_ screens baskets and fence 


a — 


‘Tats will be no ordinary spring season! 

Screens that have been “made to do” in 
these past years are soon to be replaced. 
Lawn fence, rusty and sagging, will soon be 
discarded for new. Old gates will be re- 
placed. And the annual rush of spring clean- 
ing is bringing with it a demand for wire 
trash baskets and incinerator baskets. 

And the swing is to Cyclone! Cyclone screen 
cloth in a wide variety of widths, meshes and 
metals. Cyclone “Catch-All’’ baskets with 
their 198 welds. Cyclone lawn fence—the 
home fence with the true Cyclone quality. 





Make no mistake about it—this is a Cyclone 
year! For the “best-known name in fence” 
is bringing to every hardware dealer a first 
quality line of screen cloth, fence and woven 
wire products that carry with them a real 
consumer acceptance. Everybody knows 
Cyclone Fence, and everybody knows 
Cyclone quality. 

Phone your own regular jobber for infor- 
mation and prices on the complete Cyclone 
“Red Tag” line, including screen cloth, 

hardware cloth, lawn.fence, trellis, 


flower bed borders, gates and baskets. 


yclone Fence 4, Products 


REG US.PAT OFF. 


CYCLONE FENCE COMPANY ©¢ General Offices: Waukegan, Illinois 


Branch offices in principal cities 





Pacific Coast Division, STANDARD FENCE COMPANY, General Offices: Oakland, Calif. 


LAWN FENCE © GATES #* SCREEN CLOTH oe 


HARDWARE CLOTH @e WIRE BASKETS @¢ TRELLIS 
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= the tragic burning of 
this five-million-dollar liner 
last September, she was beached at 
Asbury Park, New Jersey. Since that 
time constant effort has been made to 
float the ship so she could be taken to dry 
dock. The task was given to Merritt, Chap- 
man & Scott Corporation. For months this alert 
company matched wits with the sea to move the 
ill-fated liner. It was a slow, strenuous process 


BRANCHES: NEW YORK 


COLUMBIAN 


The Morro Castle beached 
hewsers can be seen in the lower picture pulling the hull seaward. 


CHICAGO 


TAPE MARKED s (} J F 
PURE MANILA 





at Asbury Park, N. J. Columbian 


requiring the best in men and equipment. 


Finally, it was accomplished with the help 
of several 15-inch circumference Columbian 
manila hawsers. And on March 14, two stout 
tugs towed the rusted hull of the Morro Castle 
up the coast. 


When a tough job is tackled, those who 
know rope usually select Columbian. It pays 
to sell this good rope with the red, white and 
blue surface markers. 


COLUMBIAN ROPE COMPANY 
352-80 GENESEE ST. 
AUBURN, “The Cordage City,” N. Y. 


BOSTON NEW ORLEANS 
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RENCE 
RANGES. 












shrough the 
WINDOW 


Every family is a prospect for a stove. Some will buy 
now—some will buy soon. It’s just a case of reaching 
them—selecting the best prospects—getting them into 
the store—and selling ’em! 

When you handle Florence Oil Ranges—Gas Ranges 
—a lot of this is done for you: 

National Advertising to 21 million families starts the 
ball rolling. Each ad carries a coupon; these live in- 
quiries are sent to Florence Dealers. 

Direct Mail: big color gravure folder for you to send 
to your best prospects. 

Big Window Trims: They walk into the store through 
the window! The window display shown above 
ties in with the big Florence color page in 
COUNTRY GENTLEMAN, June issue. It says 
BETTER COOKING—attracts every woman’s 





Fase 
fons 
2 


Y WALKIN 





and pocketbook: Oil Ranges and Stoves (Wickless or 
Wicktype); Gasoline Pressure Ranges; Gas Ranges with 
every modern feature. Give folks enough room to move 
around in, good light. Put up the big Sales-Aid Poster 
that helps you sell the Florence Oil Range by showing 
the built-in quality features. Send for your copy of the 
big Advertising Portfolio. 


FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, Mass.; West- 
ern Offices and Plant, Kankakee, IIl.; Sales Offices: 
Merchandise Mart, Chicago; New York, 


attention with life-size girl cut-out and food dis- ESTABLISHED-1872 Boston, Atlanta, Dallas, Detroit, San Francisco. 


play pieces. Make your windows do a 
selling job for you in this big, ready 
stove market. 

Store Display: People like to shop 
for stoves. Let them shop in your store 
by having an adequate display. Florence 
offers a line complete for every need 
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MAGN ETS that attract 


a Yes, came 
in to buy fF Isn't 
"a DIC-A-DOO 
7. “ea CLEANER 
es ao and 


DIC-A-DOO 


9) BRUSH BATH {customer Fmaeed | 
3 and spent # 


$490 for 
other things | ae 
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POWERFUL ADVERTISING 
-in 6 big Magazines - 


SENDS CUSTOMERS INTO 
“YOUR STORE 


OVER 27,000,000 messages this spring will mean an army of new 
Dic-A-Doo users—housewives, painters, building owners, etc. It will 
pay you to display DIC-A-DOO CLEANER and DIC-A-DOO PAINT 
BRUSH BATH in your window. Tell the world you sell these widely 
advertised products—and watch the new faces in your store! 

And remember—every new customer who comes in to buy Dic-A-Doo 
is a fine prospect for other items in your stock. Dic-A-Doo is an ideal 
“leader” to increase store traffic! 











+ gel SELL AND DISPLAY 
DIC-A-DOO 
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NEW COMBINATION 
ASSORTMENT No. 2 





REX 
PASTE and WALL SIZE 


REX WALL SIZE—used by 
better decorators every- 
where. The leading cold 
water size. Attractive pound 


REX PASTE—the safe qual- 
ity paste for fine wallpaper 
and the new washable pa- 
pers. High absorption 
means real economy. cartons. 
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paint cleaner 


Once a housewife, painter or building owner 
tries Dic-A-Doo, you can count on repeat busi- 
ness. Nothing else cleans and restores surfaces 
so easily, thoroughly and safely. 











Each year, since first introduced in 1929, 
Dic-A-Doo sales have kept going up (17% 
increase in 1934). Why bother with infe- 
rior, unadver- 
tised substitutes 
that come and 
go? Dic-A-Doo is 
backed by power- 
ful advertising — 
and a policy that 
PROTECTS 
YOUR PROFIT. 














DIC-A-DOO. 
Paint Brush Bath 


Here’s a winner—just as outstanding as Dic-A-Doo 
Paint Cleaner. Already a fast seller—and now nation- 
ally advertised! Cleans brushes after painting, by a 
shampooing, “‘sudsy” ac- 
tion. Also restores old, 
hard brushes. At only 5c * 
a package, you can sell at 
least 3 with every paint 
brush. Customers will use 
it up—and repeat. 


Display this Colorful 
Container 


(Holding 24 handy envelope 
packages) 


The Product Will Sell Itself! 













DISPLAY MATERIAL 


Mail Coupon / 





THE PATENT CEREALS CO. | 
Dept. H-19, Geneva, N. Y. | 
Send me at once, without charge, the following: 

CO] New DIC-A-DOO Counter or Window Display | 

(0 Giant DIC-A-DOO Display Package | 

cassie Circulars ... 1 oz. Samples (How Many) | 
Firm : sae cieaias esasvei | 
Street Address tea ; ; ie | 
City ; sete State | 
Jobber’s Name j 





Abt hurdoare merchants are maby money 
SELLING GLASS 


[WARGO WAM / 


] 
| en Wo 


@ Hundreds of thousands of persons are 
busy making repairs and modernizing 
their homes. Most of them use a lot of 
glass for replacements. Alert hardware 
merchants are making an aggressive bid 
for business by displaying glass where 
customers can see it. Suggest glass when 
you sell some other item. Talk to your 
jobber’s salesman and let him help you 


af 


maintain an adequate, balanced stock of 
L-O-F Quality Glass. Remember that 
consistent national advertising to hun- 
dreds of thousands of home-owners helps 
you sell it. Furthermore, this fine glass 
protects your profit because it is less 
brittle. There is, consequently, less break- 
age in handling and cutting. Libbey- 
Owens:Ford Glass Company, Toledo, O. 


LIBBEY: OWENS: FORD 
i QUALITY GLASS 
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“REST” 


MUST BE GOOD ENOUGH 


It is not necessarily enough for a man who works at 
the Nicholson File Company to do his best. His best 
has got to be good enough to contribute its part 
toward making Nicholson Files the most dependable 
files in the world. 


The men who make up our splendid corps of file 
experts have proved that their best is good enough; 
that they understand the selection of raw material; 
all the processes of manufacture; and how to make 


rigid final tests. 


The result is that Nicholson Files are the most 
dependable files available anywhere. Made by the 
thousands of dozens, Nicholson Files have no hidden 
defects to throw them off their performance in the 
middle of a delicate job. Made by experts, they are 
sharp, durable and uniform. They are the Most 
Dependable Files in the World. 





This Company gives its men long 


training, every possible manufac- Gone 
ing facility, and then lays d 
rn inflexible vule that Nicholson NICHOLSON FILES 


i +e | nO an - & | i a a. a P 
Files must be dependable. = ewe Ss 
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PECIFY AMERICAN 

Products — high in 

quality and correctly 
manufactured in every detail, 
both mechanically and metal- 
lurgically. Supplied in Black 
and Galvanized Sheets, ‘Tin 
and Terne Plates for all 
known uses. For maximum 
rust-resistance use KEYsTONE 
Copper Steel Sheets. 


This Company also manufactures U S $ High 
Tensile Steel Sheets, and US § Stainless and 
Heat Resisting Steel Sheets and Light Plates. 


—— Write for Literature and Complete Information — 


American Sheet and Tin Plate Company 


GENERAL OrFices: Frick Building, PitrssurGu, Pa. 


STEEL SHEETS ALSO PRODUCED 


In the South by TENNESSEE COAL, IRON & RAILROAD Co. On the Pacific Coast by COLUMBIA STEEL COMPANY 
Birmingham, Ala. San Francisco, Calif. 
Export Distributor for above Companies — UNITED STATES STEEL PRopUCTS COMPANY, Hudson Terminal Building, 30 Church Street, New York, N. Y. 


Pe 7 iit. Cee 
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SIMMONS 


KEEN KUTTER | 


BALL BEARING = SELF SHARPENING 


LAWN MOWER 


with 
aesign? F LOATI N G R E E L This exclusive Keen Kutter feature assures easy, posi- 


tive, slip-proof adjustment of reel knives. The floating reel — with lower knife per- 






















manently, rigidly fixed to lower bar by set screws with washers — also provides 
greater strength, more durable construction, more years of trouble-free service. 


5 crucible-steel reel knives 
mounted on 4 extra heavy 
malleable spiders, end spi- 
ders double riveted. 


The finest, most expensive 
ball-bearing assembly on 
any mower. Guaranteed 
never to wear out. 







Large Il-inch wheel with 14- 
inch deeply corrugated trac- 
tion surface. Will cut grass 
up to 714 inches tall. 







SEND cou PON for complete details — prices, 


discounts, merchandising plans — including a colorful win- 







Reel axle assembled on 
ball-bearing cones and 
Shrub rod and reel permanently adjusted 
shaft both full 54-inch to prevent side-play. 
diameter steel. 


dow poster and broadside, for mailing to your customers, 





to help you get the lawn mower business this spring. 
















SIMMONS HARDWARE COMPANY, St. Louis, Mo. 
Gentlemen: We are interested in your merchan- 
dising plans on the KEEN KUTTER lawn mower. 
Send us full information with sample of window 
poster and mailing broadside. 






Fitted with grass 
catcher attachment 
and steel-shafted 
wooden roller. 


NN, io cccs csisk eidngsnamebee SPECIFICATIONS—No SERVICE — The customer's 
other lawn mower combines all satisfaction in owning a Keen 
NII 0)... cars, iecit a rasa aaNize d aiaiia so uniael a eice the quality features of the Sim- Kutter makes it America’s greatest 
mons Keen Kutter. lawn mower value. 
ER re ee ee ee Pe 





SIMMONS HARDWARE CO. ¢« ST. LOUIS, MO. 
“THE RECOLLECTION OF QUALITY REMAINS LONG AFTER THE price IS FORGOTTEN’—E. C. SIMMONS 
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Your customers will soon be doing 


M 


— iy 


PONY 
N and this 


so we are advertising 





in this.... and this.... and this....and this 





..+.So you can profitably feature these 
CARBORUNDUM BRAND PRODUCTS 


LAWN MOWER 
SHARPENER 


Hook sharpener over 
mower cross ‘er. spin the 
blades. Two minutes and 
the job is done. No. 41 for 
mower under 16 inches. 
Retails at 50c. No. 42 for 
mower over 16 inches. 
Retails at 65c. 


KNIFE SHARPENER 
NO. 66 


Gives fine keen edge with 
a few strokes. Especially 
designed for stainless steel 
cutlery. Doesnot mar finish. 
Handles in choice of colors. 
To retail at 35c. 








GARDEN SHARPENING 
STONE NO. 46 

A fast moving item for 

spring trade. Sharpens lawn 

edge trimmers, grass and 

pruning shears, and all 


gardening tools taking an 


edge. Display it ... every 
garden enthusiast a live 
prospect. Retails at 50c. 


SCISSORS SHARPENER 
NO. 9 


At last —a real scissors 
sharpener. Gives exactly 
right bevel. A 25c seller. 
A good item to display on 
cutlery counter. Packed a 
dozen to a display card. 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N.Y. 


Canadian Carborundum Co., Ltd., Niagara Falls, Ont. Sales offices and warehouses in New York, Chicago, Boston, Philadelphia, 
Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids; Toronto, Ont. (Carborundum and Aloxite are registered trade 


marks of The Carborundum Company.) 
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THIS NEW SAW MERCHANDISER 
FREE 


With every order for Atkins 
Sheffield Hand Saw Assortment 


This attractive blue and 
No. 100 Sheffield Hand Saw 
Assortment 
(AU Skew Back) 


1 only No. 59, 26”, 8 point Ship 
3 only No. 29, 26”, 8 point Ship 
3 only No. 150, 26”, 8 point Ship 
1 only No. 150, 20”, 10 point Ship 
3 only No. 101, 26”, 8 point Ship 
1 only No. 226, 26”, 8 point Ship 
1 only Atkins Display Rack, Card and 
literature. 


(If Nos. 28 and 58 straight back 
are wanted instead of Nos. 29 and 
59, ask for No. 200 Assortment. 
For West Coast Assortment order 


yellow saw display rack 
offered FREE with one 
dozen Sheffield Hand 


Saws. Holds 5 saws on 





one side and 4 saws on 
the other side. Card litho- 
graphed in same colors. 
Packed complete includ- 
ing new display tags 
showing resale prices and 
selling points, also a 
package of literature for 








distribution. ee 
Order Atkins Sheffield Hand Saw Assortment and No. 59 
receive this handsome new merchandiser FREE. oe Rtg fA go —. 
Designed and store tested by seasoned hardware men cok mae ‘ee a 
to pave the way for quick sales of good saws made to oe ae a 
retail at popular prices! No. 29 


a : “The Speed King.”” Skew back. 
The Sheffield Hand Saws in this assortment were Heat treated and taper ground. 
‘ Filed and set. Carved beech 


selected because t i handle. (No. 28 same except 
‘ hey are the leading moderately straight back.) Each $1.75. 
priced hand saws. They are the best sellers in their 
. No. 150 

class and they have constantly been found to give sat- Wie ten Mee” tee Yack 
. agile . . and thi k. Filed set. 7, 
isfactory service to the customer. Priced right to cage yg gy te 
carved beech handle, stained. 


meet competition and to allow you a worth-while 
profit. 


Remember, you need only order one dozen Sheffield 
Hand Saws (Assortment No. 100, 200 or 50) from 
your regular source of supply to get this Saw Rack 
and Merchandiser. On subsequent orders specify 
numbers and quantities as needed. 


Each $1.50. 
No. 101 


“The Whippet.’ Good quality 
steel, tempered, polished and 
etched. Skew back. 8 points 


only. Air dried handle. Each 
$1.00. 

No. 226 

Skew back. Flat ground and 


set. 8 points. only. Beech 
handle, clear lacquer. Each $1.00. 


Our next Assortment will cover SILVER STEEL 
Saws for the dealer who prefers a higher grade 


E.C. ATKINS AND COMPANY: INDIANAPOLIS, INDIANA 


NEW ORLEANS, LA PORTLAND, ORE SEATTLE, WASH 
KLAMATH FALLS, ORE SAN FRANCISCO, CALIF. PARIS, FRANCE 


ATLANTA, G PHIS, TENN 
BRANCHES: pan aoe as, aes vane N.Y 
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YOU WOULDN'T 
SELL A LOCK 


WITHOUT A KEY 


Wy St 


Wat good would a lock be, un- 
less you had the key to go with it? 
And what good is paint without the 
proper brush with which to 
apply it? 

Quite truly, your customers may 
say they “have a brush.” But that 
is just the start of your sales talk 
— when you stock Gold Stripe 
Brushes. Has he the right brush? 
The Gold Stripe Brush line con- 
tains a correct brush for every type 
of work, made with a full knowl- 
edge of paint application. 

An exclusive feature of Gold 
Stripe Brushes is their special Fiber 
Jacket with the Gold Stripe. This 
not only keeps the brush clean, and 
in shape until sold, but also helps 
the owner to take the best care of 
the brush during its entire life. 

Gold Stripe Brushes are designed 
to render the finest application 
possible, manufactured with the care 


GOLD 


Name 


Address 


ibmnssen 


APRIL 11, 1935 


ae ee 


Pirrspurcu Pate Giass Company, Brush Division, Dept. HA-4, Baltimore, Md. 
Please send me full information about your dealer proposition. 








YOU TO MAKE BRUSH SALES 









| oO THIS FIBER JACKET HELPS 


of fine tools. Perfect in balance, 
workmanship and material. 

The identifying Gold Stripe on 
handle and jacket is your — and 
your customers’ — guarantee of uni- 
form quality. Regardless of size or 
style, every Gold Stripe Brush gives 
the same fine results and service. 

Dealers who carry Gold Stripe 
Brushes have all these talking points 
to present to their customers. If 
you don’t carry Gold Stripe Brushes, 
clip and mail us the coupon below. 





eas 





We'll send our dealer proposition, 
and tell you how to obtain the dis- 
play stand, and other Gold Stripe 





DEALER HELPS 
THAT HELP 


This display stand . 
commands immediate 
attention in any store. 
Displays a representa- 
tive Gold Stripe line— 
ask about it. 














i en ae 






A -PROOWET OF 
PITTS BSGAGH 


PLATE GLASS COMPANY 
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MYERS SELF-OILING 










SAND,DUST- ge 
and DIRT PROOF EES eo geo 


a ee --Four or 
Six Rows 












MYERS JUNIOR FOUR ROW 
ENGINE POWER SPRAYER 
FIG. 2798 


MYERS FOUR ROW TRACTION 
POWER SPRAYER 











for Spraying Row or Field 
Crops, Orchards or Trees, Vines or 


Shrubbery, Alfalfa or Weeds ... 


LL signs point to a big market for Myers Power Sprayers during the 
months ahead. 





MYERS JUNIOR FOUR ROW 
TRACTION POWER SPRAYER 


FIG. 2787 


Commercial orchardists, row crop growers, farmers and others who 
have fruit trees, plants and vegetables to spray, will need an endless array 
of spraying equipment this year. 


Myers Power Sprayers, Booms, Guns, Extensions, Nozzles and Acces- 
sories—quality built, time tested and proven—with new features to fur- 
ther economy and improve efficiency—have earned a national 
acceptance that will make sales easier than ever during 1935. 


If you have not as yet received a copy of the new Myers Spray 
Pump Catalog, No. SP35, write for it today, and get ready to sell 


Sr alana chek this complete and well established line with profit and 


FIG. 2735 satisfaction. 


Tm F.E.MYERS & BIRO.¢o. 


ASHLAND, OHIO. 
ne | 
o The 
B+ ee A te HANGERS 


PUMPS-WATER SYSTEMS-HAY TOOLS -DOOR HANGERS 
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GARDEX Pull Hoe No. 1004 and 1005% 


There is no other hand tool that can beat 
this GARDEX Pull Hoe in speed, ease of 
work, and thoroughness. Hoes, weeds, and 
cultivates—6 times faster than common 
garden hoes. Is drawn through soil with 
easy pulling motion—no tiresome, back- 
breaking chopping. 
2 sizes: 4” wide with 4%’ Handle, 

retails at $0.95. 

5%” wide with 5’ Handle, 

retails at $1.10. 





GARDEX Plow No. 2006 


A real Hand Plow. Its streamlined ‘‘Soil- 
Flow’’ shape offers the least resistance to 
soil. It is drawn with an easy pulling mo- 
tion. Will open seed drills to any depth de- 
sired. Built to last. Complete with 5’ Han- 
dle, retails at $1.60. 





GARDEX Culti-Claw No. 180 


A handy tool for use in flower and rock gar- 
dens. Operator can reach _ inaccessible 
Places without bending or kneeling. Per- 
mits user to work mcre closely between 
plants, around flowers, under shrubbery, 
and in all difficult places. Durably con- 
structed and attractively finished — has 
sales appeal built right into it. Complete 
with 4%’ Handle, retails at $0.95. 
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MICHIGAN CITY 





FACTS—NOT CLAIMS 


THAT MAKE 
GARDEX wew “soiL-FLOW’” 


HAND GARDEN TOOLS-— 
The outstanding sellers in their field 
@A prominent wholesaler writes of GARDEX Tools: 


“Never before have we had a new item introduced so success- 
fully to our merchants. From the standpoint of consumer interest 
which we noted at our display of them during a recent conven- 
tion exhibit, nothing appeals to the home gardener more.” 
@ A practical gardener writes: 

“GARDEX Tools are quite all you claim for them and the best 
new introductions in garden tools that I have come across for 
some time.” 


GARDEX tools are truly 
sensational 
Work 4 to 6 times faster... 


@ Leaving behind all those hide-bound traditions of a horse and buggy age, 


GARDEX took a big and decisive step and departed from the conventional 
shapes of old-fashioned garden tools and built the fast and easy working 
GARDEX Tools. 

GARDEX Tools work so much faster and easier because they have the right 
shape—they are streamlined—thus offering the least resistance to the soil 
and requiring the least human effort to operate. They eliminate back-breaking 
labor, do a better job, and work 4 to 6 times faster than ordinary hand garden 
tools. 

GARDEX Tools not only work faster, but they sell faster too, with a fair 
and sure profit for you. There is a wealth of sales compelling features built 
right into them. 

GARDEX Tools are exhibited at many Garden and Flower Shows. 

Take advantage of these exhibits and other advertising material sent you 
free, which will help you sell and profit with GARDEX Tools. 


your 
order 
today ! 
Dept. A. 











GARDEX Row Marker No. 4006 
Insures accurately lined up seed and plant beds. Makes 
six exactly parallel seed drills at one time. Drawn 
crosswise over opened furrows it marks off equal dis- 
tances for young seedlings to be planted in a row. Ad- 
justable and removable blades. Complete with 5’ Han- 
dle, retails at $1.95. 
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PIONEER ano PACEMAKER 








FIRST IN VALUE - FIRST IN SALES OPPORTUNITY 
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Made by AMERICAN STEEL & WIRE COMPANY 





Every Post a Product that Builds 
Good Will Because the Quality is 
Never in Doubt .. =. « = 


From mining of ore to finished 
product, the final result is never in 
question. Each step in manufacture is 
under one control and supervision and 
Orange Banner Steel Posts are made 
uniformly good throughout—and 
uniformly good from one day to the 
next as they have been from year to 
year through all these years of suc- 
cess. This is important because it has 
enabled dealers to build and maintain 
a steady and profitable post business. 
It is a guarantee of outstanding serv- 
ice to the user. 

Further Sales Value is developed by 
the Spring Advertising Campaign in 
Farm Papers and the several mailings 
direct to dealers’ customers. But there 
is more. There is the fact that No 
Other Post Has As Many Outstanding 
Selling Features. Features that Sell 
the Posts for you and bring the satis- 





By every test, Orange Banner Posts are 
the best foundation for the fence line—the 
best for your trade—and the best for you. 


fied Buyers Back to your Place of Do you want more facts? A post card— 
Business. mailed today—will bring them to you post 
haste. 





AMERICAN STEEL & WIRE COMPANY 
208 SOUTH LASALLE STREET, CHICAGO 


in the Southeast On the Pacific Coast 
Tennessee Coal, Iron & R. R. Co. Columbia Steei Company 
Brown-Marx Building, Birmingham, Alabama Russ Building, San Francisco, California 
Each of These Companies is a 





VATA ; WI, Sid tcyperdtiin hibuidiany , 
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| WOOSTERS 


SHASTA 


A nickeled, steel fer- 
rule brush with convex 
handle giving natural 
chisel to bristles with- 
out strips or nails. 
America’s most imi- 
tated brush. 


vs 





NO-TACKS 


A tackless brush 
with a patented 
lock-bead that 
holds the bris- 


tles with a vise- 





Better Bristles - Better Brushes 


The finest Tient- 
sin and Hankow 
bristles in China 
are selected for 
Wooster Brush- 
es by Wooster’s 
own bristle 
experts. 


Wooster Sampler Table-Top 
Refill Deals 


A combination plan including both 
table-top display and simplified fill-in 
stock. 
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GE 


WOOSTER 


like grip. 


4 simple all-metal brush- 


keeper that seals the bris- 


tles air-tight. 


Wooster Sampler ~ 
Swinging Display 


A simple, efficient 
brush merchandising 
plan... A selling sys- 
tem, a practical dis- 
play and stockkeeping 


plan, all in one. 


FOSSSE 


GUARANTEED 


SE ww ANYTHIWG 








The most important im- 
provements in brush history 
... the result of Wooster’s 
84 years of experience 


+ 


The Most Famous Brush 
Setting in the World 


Wooster craftsmen made _ the 
greatest of contributions to brush 
making when they developed 
FOSS-SET. After years of re- 
search and testing they finally 
discovered a chemically inert, 
bristle binding material which 
met every requirement. 

The bristles held in the ferrule 
of the FOSS-SET compound in 
a semi-liquid state are placed in 
scientifically controlled ovens 
where the FOSS-SET is fused 
into a rock-like substance which 
no solvent can dissolve. The en- 
tire operation is handled under 
low temperatures which pre- 
serves the natural oils of the 
bristles. Hundreds of tests... 
in laboratory and in actual use 
prove that FOSS-SET is the 
finest bristle setting ever dis- 


covered. 


THE WOOSTER BRUSH COMPANY 
WOOSTER, OHIO 


RUSHES 














Way ANNIVERSARY STEEL GOODS? 


Perhaps because they are the 
most beautiful implements of their 
kind you ever saw. Certainly, on 
this point, there is nothing at any- 
where near the price to compare 
with them. 

But Anniversary beauty is not 
"skin deep." The buyer, attracted 
first by sheer good looks, picks up 
a shovel, fork or rake and finds it 
has just the right heft and feel. Put 
to work, it stands up under the 
toughest handling, because it is 





built for a lifetime, not a season. 
Add to the above the fact that 
the line is complete enough to satis- 





fy the needs of every class of trade 

and you have some idea why dealers who handle Anniversary Steel Goods simply refuse to experiment with 
something "just as good." 

CLEVELAND. Ohio 


THe GEO. WORTHINGTON CoO. is29 °°". i935 














eA Better Fence e A Complete Line * A Good Name « 7 At Your Jobber’s 
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| Now you can sell lawn fence 
made from the famous 
FLAME-SEALED wire, manufac- 
tured by a new and patented process. 
The FLAME-SEALED process in- 
sures a smooth, even coating of zinc 
that completely covers the wire, 
without thin spots or pinholes, and 
affording far better protection 
against rust. This fence represents 


much greater dollar value, for it gives 
satisfactory service for years longer. 


CONTINENTAL STEEL CORPORATION 
Kokomo, Indiana 


@ Continental Lawn 
Fence is identified 
by the “GREEN 
CABLE WIRES AT 
THE BOTTOM,” 
a feature that makes 


Continental is a superior lawn 
fence, at no higher price. Supplied in 
sizes and styles to meet every need 

. - Other Continental products that 
are builders of real sales volume in- 
clude Farm and Poultry Fence, Nails, 
Bale Ties, Posts, Gates, Galvanized 
Sheet Roofing and Siding, etc. The 
Continental line, strongly supported 
by powerful and widespread adver- 
tising, is a complete and profitable 
line for dealers to sell. 


9 = == Ae 
CONTINENTAL Hamedealed LAWN FENCE 


RD lo naan! eA 
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MODEL 23 
SPORTER RIFLES 





the Sportsman who wants a Real 
Rifle for hunting small and med- 
ium sized game. 


Sell him a Savage Model 23 Sporter Rifle in 
one of the four calibers best suited to his 
needs and desires. 


These rifles give the hunter unusually aeeur- 
ate, fast,smooth,and dependable performance. 
The short, easy bolt-throw, high speed lock 
(about 2/1000 of a second), correctly shaped 
stocks of selected walnut, and many other ad- 
vanced features win the shooter’s enthusiastic 
endorsement. 

Since these rifles are used for killing off des- 
tructive vermin as well as for hunting game, 
their selling season is not confined to the fall. 
Ask your jobber for prices. 


Model 23AA Caliber .22 Long 
Rifle. Will also shoot .22 Long and 
.22 Short Regular and High-speed 


cartridges. 5-shot detachable mag- &% y) J | 50 


azine. Retails at 


Model 23B Cal. .25-20, 5-shot ses As 


detachable magazine. Retails at 


Model 23€ Cal. .32-20, 5-shot sep A 25 


detachable magazine. Retails at 


Model 23D .22 Hornet, 5-shot & bs As 
detachable magazine. Retails at 
® 


Savage Arms Corporation 
Dept. 1006 Utica, N.Y. 














CLOVER PRODUCTS MEET EVERY CONDITION 


By E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


oo ARE JUST THREE MOTIVATING REASONS which should de- 


termine our selection of merchandise: 






J y ae 1. Consumer-acceptance. 
=r 2. Reliability of product. 





3. Competitive price. 


If the buyer will follow this simple rule, his firm 
will invariably prosper—it is only when we deviate 





from it that we lose out. 


As for Clover products, there has never been a brand of goods more readily 
accepted or more highly thought of in every nook and corner of the country. The 
universal opinion is: “If it is made by Clover, it is right!” 


And, it stands to reason that such high reputation could only have been 
obtained through uniformly reliable products produced over a long period of time— 





to be exact, we have been in business 30 years. 


As for competitive prices—Clover products, quality for quality, are the out- 
standing “buys” today, as they always have been in the past. 


The Clover lines consist of: Valve-Grinding and Lapping Compounds— 
both grease-mixed and water-mixed, and—An unusually complete line of Wood- 
working and Metal-Cutting Abrasive Papers and Cloths — including coatings of 
Flint, Emery, Garnet, Silicon Carbide and Aluminous Oxide, 
which are sold in sheets, rolls, belts and discs. 


Won’t you allow me to send you samples—descriptive 


circulars—and quote you on our outstanding values? 








E. B. GALLAHER: 


CLOVER MANUFACTURING COMPANY || °'°¥°" Mfa: Sox Norwalk, Conn. 


__You may send me, without obligation, samples of: 


| Green-Stripe Sandpaper. Be 

NORWALK, CONN., U.S. A. __| Red-Stripe Turkish Emery Cloth—for polishing. 
| Yellow-Stripe Aluminous Oxide Cloth—for cut- 
___| ting hard metals. The universal shop abrasive. 


























SANDPAPERS | Orange-Stripe Garnet Paper—for wood-working. 
| = i h. 
METAL-WORKING PAPERS AND CLOTHS ee eee Tinea Grinding Compound. 





___| Clover Water-Mixed Valve-Grinding Compound. 





WOOD.WORKING PAPERS AND CLOTHS = 
CLOVER GRINDING AND LAPPING COMPOUNDS || aaaress 


Character of Business 
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P To MAKE 
P For DEALERS " 











WESTINGHOUSE CRASHES THROUGH FOR RETAILERS WITH THE 
MOST SENSATIONAL FAN MERCHANDISING IDEA IN HISTORY 


@ We enable Westinghouse dealers to pay purchasers of the new 
10-inch Cardinal Fan in advance for electricity it will use during 
this Summer’s sweltering weather. This amazing offer is backed 
with a full dealer profit—every conceivable sales stimulant — and 
a complete line of fans preferred by the American public. Con- 
vince yourself. See the big profit plan book. Phone or wire 


= the nearest Westinghouse jobber for details. Or mail coupon. 







Westinghouse Electric & Mfg. Co. 
Merchandising Division, Mansfield, O. 


I want to know all about your 
1935 Fan Selling Plans. 








EVERY HOUSE NEEDS Vm 
Westinghouse | 
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ser  SBORE 


Wire Scratch 
Brush 











STIMULATE YOUR COUNTER SALES 








No. 177 
Osborn 
Wire Scratch 


Brush 











WITH OSBORN WIRE SCRATCH BRUSHES 








No. 1781 
Osborn 
Wire Scratch 
Brush 











AND INCREASE YOUR BRUSH PROFITS! 








No. 1777 
Osborn 
Wire Scratch 
Brush 





THE OSBORN MANUFACTURING COMPANY, 5401 HAMILTON AVE., CLEVELAND, THE OSBORN MANUFACTURING COMPANY, 5401 HAMILTON AVE., CLEVELAND, OHIO 
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for jobbers stocks. ' 


You'll find Upson bolts, nuts and rivets 
on an amazing number of jobbers’ shelves 
today. Some buy them because they have 
been buying them for fifty years or more 


and time has proved their uniform quality. 





Some buy because they not only want qual- 
ity but appreciate the service—the care used in filling orders and the promptness of 
shipment. Others have their own reasons—but all like to buy where the line is complete 
—where one purchase order—one shipment—one receiving slip—one bill of lading— 
one invoice and one check can be made to do the work of many. 

Upson makes a most complete line to the end that jobbers may sell uniform quality, 


Save time and make money selling it. Send us your next inquiry for stock. 


UPSON NUT DIVISION:::+:CLEVELAND, OHIO 


Republic Steel 


CORPORATION 


GENERAL OFFICES::: YOUNGSTOWN, OHIO 





ica tl tai 


STEEL 


sm ) 
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Coleman 


CAMP and UTILITY STOVES 
with 4 BIG OUTSTANDING FEATURES~” 





THE NEW 1935 Models Are Read 


LIGHT INSTANTLY 
NEW BAND-A-BLU BURNERS 
FUEL TANKS REMOVABLE 
EVERDUR METAL TANKS 








They’re ready! Three models that fill every demand. Ready to set 


up and gives continued, dependable service. 


Light Instantly, like gas; cook like gas. 
Band-A-Blu Burners (on Models 2G and 3F) Higher h 
Fuel Tank Remocable for easy filling. 






De Luxe 
MODEL 
No. 2G 


WITH 


BUILT-IN 
OVEN 
and 


DRUM 


Adeluxecamp 
stove that has 


drum heater. Lights instantly. Everdur Metal 
Fuel Tank won't rust or corrode; easily re- 


small apartments, etc. Size folded: 184x114 , « . nce r 
x4% inches. 12 45 disturbing cooking utensils; holds 3 
U. S. Retail Price .................... ° 


HIGH STAND (extra) is all steel construction. Size folded: 22'%x12%x5% in 
Folds up. Fits all Coleman models. “ $ 4 
Me is I MIs cca skcdadccccdecccacencaxcal $1.90 es Ee RR PONE... <<encsennessaceaces 


leaders in quality... leaders in performance ... leaders in dollar-for-dollar value! They give 
more camp stove for the money! The Coleman is preferred by those who want a stove that stands 


Safety Everdur Metal Tank — Rust and corrosion proof. 
These new camp stoves, along with Coleman Cabin Cook Stoves, provide every cooking need for camp, 
cabin and cottage. There is an open market all around you for these modern stoves. Right now is the 
time to get in your order and start after the sales and profits these stoves will bring to you this Spring and Summer! 





HEATER the BIG NEW Model 3F 


A big, new, sturdy stove that has 
everything: Folding built-in ovenalso the size and cooking speed to meet 
can be used as warming cabinet and every cooking requirement for general 
utility and outing use. A favorite of 


Heavy, steel wire grate; nickel plated strap-steel 
legs. Finished in maroon-brown baked enamel. 


inches. 
$9.9O Wis Retail Price none 


new sales records! They’re 


eating efficiency — Use less fuel. 














MODEL No. 6F 


The Popular Low - Priced Stove 


Here’s a popular stove with gen- 


pints of fuel. 
brown enamel. Size folded: 


uine Coleman quality and operating 
efficiency. Supplies the demand for 
a compact serviceable stove at low 
cost. Designed and built especially 


moved for filling. New high etfieiency Band- those who like to use large cooking utensils; ac- ee. , : 

oes acne F ele = 5 oreo F body commodates two 12-in. trout pans. Big 34-in. for picnics, week-end outings, short vacation 
finished in maroon-brown baked enamel. Band-A-Blu Burners light instantly and supply trips. A sturdy stove for use on any camping 
Nickel plated strap-steel legs. A fine general any degree of heat. Cooking surface 12's x 22 in.; tour. Everdur Metal Fuel Tank may be re- 
utility cooker for cabins, summer cottages, 12 in. between burner centers. moved without disturbing cooking utensils. 


Everdur Metal Tank easily removed without Windshield protects flame. Instant-lighting. 
Folding strap-steel legs. Finished in maroon- 


17%4x114x4% 


$5.95 



























No.375A CABIN STOVE 


This sturdy stove has three burners, lights 
instantly. Made to give years of satisfactory 
cooking service. Finished in black baked en- 
amel. Everdur fuel tank, won't rust or cor- 
rode. Electrically welded. Hand operated 
filler plug, Instant-Gas Carburetor Valve with 
Safety Lock, and Seal Tube that prevents over- 
filling. Capacity six pints; enough for 8 to 10 
hours cooking service on all three burners. 
Separate pump. Cooking Top 14x30% inches; 
Length, 36 inches; Width, 15 

inches; Height, 9 inches. $20 25 
U.S. Retail Price................. e 

No. 376—A two-burner hot plate with the 
same durable construction and heat efficiency 
as No. 375A. Cooking Top, 14x23% inches; 
Length, 28% inches; Width, 15 inches; Height, 


US. Retail Priece....... enensantbanena $ 17.40 


See Your Jobber or Write Nearest Coleman House for Latest Dealer Prices and Full Information. 


THE COLEMAN LAMP AND STOVE COMPANY 


BRANCHES: Philadelphia, Chicago, Los Angeles, Toronto (FD-42) 








GENERAL OFFICES: Wichita, Kansas, U. S. A. 


‘CABIN 
_STOVE 














This popular model has splasher back, 
high legs and bottom shelf. Lights instantly. 
Finish is black baked enamel. Everdur Metal Fuel 
Tank,rust proof. Three burners in aline; one Master, 
one Standard, and one full-heat simmering burner. 
Removable, Black Cast Iron grates. Size, 14x30}¢ ins. 
Overall sizee Length, 37 in.; width, 16 in.; height, 
45in. A popular stove for camps, cabins, summer 
cottages and for light cooking $ 
use in small apartments. 2h OOo 
U. S. Retail Price bd 

























No. 373 CABIN STOVE 


A good quality, low-priced model 
with two burners that light instant- 
ly. Compact yet of ample size for 
two ordinary cooking utensils; easily 
carried. 

Fuel Tank is easily removed for 
filling; located in carrying rack in 
bottom of frame. Strong and dura- 
able construction. Length, 21 inches; 
width 934 inches; height, 934 inches. 
Finish: B ack Baked Enamel. 


U. S. Retail Price... $10.80 
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FILMKOTE smasnes 


CASH REGISTER RECORDS! 


UBRICATED, GREASE-FREE .22 


ERE it is! The cartridge with more talking 
points—and more shooting points. Peters 


FILMKOTE! A cleaner .22 for your customers 
—a clean-up .22 for you. A modern, smokeless 
load. Grease - free — treated with a patented, 
invisible lubricant that puts an end to the black 
plague of barrel fouling. A more accurate .22, 


with a constant center of impact. Promise a man 


better target scores with FILMKOTE. Promise 
him all-weather protection for that naked steel in 
the bore of his gun. FILMKOTE will back you up 
—a hundred times out of a hundred. Stock FILM- 
KOTE. Recommend FILMKOTE. Sure as shoot- 
ing, those gun-happy customers will come back for 
more of the same! THE PETERS CARTRIDGE 
COMPANY, Dept. D-22, BRIDGEPORT, CONN. 


CLEANER IN AND OUT OF 
THE GUN! Make this dramatic 
convincing test right before your 
customer’s eyes. Stir half a dozen 
FILMKOTE Cartridges through a 
handful of flake tobacco. Not one 
particle adheres! FILMKOTE never 
carries dirt into the gun. 


Peters HIGH VELOCITY! The shell with 
accelerated velocity, long range, extra 
killing energy and dense patterns. The big 
blue go-getter designed especially for 
modern, progressive burning powders. 





PETERS 


AMMUNITION YOU CAN SELL WITH CONFIDENCE 





{ 











THAT / 


NAKED STEEL 


IN THE RIFLE BORE 


WON'T RUST 












WE TELL THEM... 
YOU SELL THEM! 


Take a look at this high-powered page. It's the 















tate ee 


jins mirror-bright!* 
)LMKOTE is the up-to- 
“Aevelopment in proved 
country, in the big outdoor publications for “+d rim-fire ammunition. 
/ smokeless. A cleaner, 
je .22— proof-tested to 
1% smaller grouping out 
hardest hitting campaign in ammunition history! Shine rest at 200 yards. 


epard and high-velocity; 
As ball and hollow point. Buy FILMKOTE 

; TE; FILMKOTE... 
ns a MATCH AMMUNITION 


© protect your gun and improve 


Peters advertisement that explodes all over the 


April. it will send the customers in. It will 





lubricate your Peters sales. It’s a unit in the 














atmcy, your target scores. THE PETERS * 
33 Dewar* Match 
tion residues. Arcer 300,000 shots CARTRIDGE COMPANY, Dept. / 

: ...for indoor and outdoor com- 
with FILMKOTE, the bore of the D-43, BRIDGEPORT, CONN. petition—50 feet to 300 yards. 


*An actual test by the Peters Ballistic Institute. 


Wimbledon* Match 


... high velocity—for outdoor 
competition to 300 yards. 


*Copyrighted 


AMMUNITION YOU CAN SHOOT WITH CONFIDENCE — 














atch 


outdoor 
rds. 














Over 3,000 


NOW SELLING THERMOMETERS 


HAVE YOU ORDERED 


THIS NEW TAYLOR DISPLAY? 
IT’S ONE OF THE MOST 


SUCCESSFUL EVER 
_ CREATED. 


Thermometers on which you get 6673% mark-up 


EALERS asked us for a new dis- 

play. They wanted to show 
indoor and outdoor thermometers 
in use. They specified a display for 
window and counter use. 

Here it is. In full colors. An out- 
door thermometer actually mounted 
in a window. Indoor thermometers 
hung on papered walls. Thermome- 
ters displayed as your customers 
use them. Popular Taylor Ther- 
mometers for which national maga- 
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PROFIT NOTES 
FREE with Special Assortment of Taylor Indoor and Outdoor on Taylor “Indoor and Out- 


door” Assortment 


Total Selling Price . $12.00 
zine advertising has been creating a Total Costto You. . 7.20 
preference all year among millions die... oe 
of men and women. 

You get this FREE Thermometer a oleanamee - 
Display with a special Taylor In- 
door and Outdoor Assortment. Or 
with your own selected assortment 


of Taylor Thermometers to the same 
total cost. : } 


Order from your wholesaler. Tay- 
lor Instrument Companies, Roches- 


ter, N.Y. INSTRUMENTS 


39 














Prices slightly higher west of Rockies and in Canada. 
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GENERAL @ ELECTRIC 


BNE PROFIT 


FROM NEW LOW 
MAZDA LAMP PRICES 


@ General Electric’s announcement of new, 
low Mazpa lamp prices (effective April 1st) 
creates many new lamp-selling, profit-making 
opportunities for you. By displaying the lamps 
with these new prices, this price reduction will 
bring more people into your store. Here are five 
important opportunities every retailer should 
cash in on: 


1 Fill Empty Sockets 


12% of residential sockets in 
every community are empty 
or contain burned-out lamps. 
(This means ready market he 
50,000,000 lamps at minimum 
of $7,500,000 list prices.) By 
window -displaying the new 
prices many of these custom- 
ers will come into your store. 





2 Sell More Higher Wattage Lamps 


The Science of Seeing is in- 
stilling the desire in customers 
for the extra light higher watt- 
age lamps provide. New low 
prices make these types... 
100,150, and 200-watts par- 
ticularly . . . easier to sell. 
More customers will come 
into your store when they 
see the new lamp prices. 





3 Attract New Lamp Customers 


Thousands of inferior lamps 
have been purchased. With 
Mazpa lamps at new low 2 
prices, your store will attract ¥/ 
many people who formerly 
bought inferior lamps. Con- 
vincing them of the advan- 
tages to eyes and pocket-book 
of using Mazpa lamps. of 
uniform high quality, is easy. 





4 Make Spring Season Larger 


Instead of the usual Spring 
lag in lamp sales, this price 
reduction will stimulate lamp 

buying at the important MAY 
spring hensieinading time... 
make your Spring season 


larger than ever... bring oct | Nov. | DEC 


more people into your store. 


5 Sell More Lamps at a Time 


Allthese advantages, plusnew 
reduced prices on all standard 
line Mazpa lamps, give you 
a greater opportunity to sell 
more lamps at one time to 
each customer. Instead of sell- 
ing one or two lamps, explain 
the advantages of havin 

several spare lamps on hand. 
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PIQUA. OHIO. USA: 





E wanted to know what 
shovel-users think of Wood’s new Closed-Back Shovel. 
First workman to be questioned was Frank Maloney, 
11733 Geraldine Avenue, Cleveland, Ohio. To Frank a 
shovel is business, daily work for daily bread. Frank tried 
Wood’s new Closed-Back Shovel. He lifted it, felt its 
lightness, discovered its resiliency for himself. He grinned. 

**T like the heft of it!” Frank said. 
Frank liked the Closed-Back Shovel, balanced and built 


to make hard work easier. Buyers appreciate its increased 





efficiency on the job, value other features: 

1. The Closed-Back Shovel combines stress-defying one- 
piece design, the unrivalled strength of the heat-treated 
shank, and an absolutely smooth back. No strap welds to 
pull loose. 

2. The Turned Shoulder strengthens blade, saves shoes. 

3. The Tapered Socket gives strength and solidity where 
handle joins blade, fits the hand better. 

4. Heat-Treating makes Wood’s “Moly” Big Fist, Wood 
and Stuart grades hard, to resist wear. 

5. Reduced Inventory: The Closed-Backed Shovel super- 
sedes strap weld, solid shank, and hollow-back shovels, 


makes it possible to cut your shovel inventory. 


i 
Nore Wet: Closed-Back Shovels were invented by Oo Oo Db § 
Wood. Wood’s engineers developed the special welding 
process which fixes the Closed-Back strip permanently 
; i a Shovels: * ScOOzed 


without decarbonizing and weakening the blade. This is 
an exclusive Wood process, used on no other shovel. 





ln these famous grades .. o*™Moly* (Mo-lyvyb-den-um) 











od Fist” «a a Weed ass Stuart . Piqua 





Address The Wood Shovel and Tool Co., Piqua, Ohio, U.S. A. 
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How to Improve the 


Contract Builders Hardware 
Business 


OR some time contract build- 

ers’ hardware has been dis- 

cussed, particularly the 
method of distribution, and it was 
with interest that I read in a re- 
cent issue of HARDWARE AGE the 
statement of manufacturers, in 
justifying their policy of selling 
direct, to the fact that retailers 
won't carry sufficient stock nor 
render the service required. 

To me that statement is mislead- 
ing and somewhat amusing as it 
is especially true that manufactur- 
ers do not carry stock to properly 
equip buildings such as high-grade 
residences, schoolhouses, hospi- 
tals, theatre buildings, etc., nor 
can they properly service contracts 
from their headquarters or 
through their men on the road. 

With a view of cooperating with 
manufacturers in placing the con- 
tract builders’ hardware business 
on a basis that might become prof- 
itable for all interested parties, 
the National Association of Con- 
tract Builders’ Hardware Distribu- 
tors was organized in the City of 
Chicago in July, 1934, with the 
object of the organization covered 
in the by-laws as follows: 

“The object of this organiza- 
tion is to encourage more careful 
study of the builders’ hardware dis- 
tributors economic function; to 
clarify the various channels of distri- 
bution; to bring into closer contact 
the relationships of manufacturers 
and distributors; to search out and 
secure adoption of such better busi- 
ness methods as will result in more 
economical merchandise distribu- 
tion; to encourage uniformity of 
trade practices and the reform of 
commercial evils and to promote and 
maintain such friendly cooperation 
among builders’ hardware distribu- 
tors as will advance their mutual 
interest and extend their usefulness 
by more efficient service to the con- 
suming public and such other ac- 
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By J. H. DUMBELL 


President, 
National Association 
Contract Builders’ Hardware 
Distributors 


tivities as may from time to time 
be deemed advisable.” 

I believe I am correct in my 
statement that everyone connected 
with the contract builders’ hard- 
ware business realizes the neces- 
sity of a local distributor with a 
sample room and a department 
equipped with men who are 
capable of assisting the architects 
in the preparation of specifications 


and details, these men _ being 
known as builders hardware men 
or contract builders’ hardware 
specialists. 

For example, someone deciding 
to build a high-grade residence 
selects an architect who is profi- 
cient in his business and capable 
of turning out a set of plans for 
the type of residence desired. As 
a rule the hardware in connection 
with this residence is reserved for 
a later selection, but ofttimes the 
builders’ hardware man is called 
in to give a preliminary figure to 
permit the architect, along with 
other figures, to determine the ap- 
proximate cost of the building. 

Hardware for the residence 
should not stand out so conspicu- 
ously that it would give the im- 
pression of being a headlight, but 
rather of design and finish that 
would blend harmoniously with 
the particular door to which it is 
applied. 

For example, great pains are 
taken by the architect to.design an 
entrance’ that is characteristic and 
an important part of the design 
of that residence. To apply the 
wrong type of hardware on that 
door would completely destroy the 
beauty of it. 

Many houses have been spoiled 
by insufficient care in the selec- 
tion of hardware, leaving that se- 
lection to someone who goes into 
a hardware store with his list of 
requirements on a piece of floor- 
ing, and when questioned as to 
design and finish replies: “Oh, 
just something you have in stock 
in dull brass or antique copper; 
don’t make any difference.” 

Recently, I noticed an English 
type of house where the entrance 
had been carefully designed, but 
the door was equipped with an 
ordinary stock, commercial design 
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lockset with knob and escutcheon 
—and applied upside down. 

Many men in this country have 
devoted most of their lives to 
studying and gaining practical 
experience to enable them to 
efficiently serve architects, contrac- 
tors and owners in their particular 
section. They are thoroughly 
familiar with the functions of the 
various types of locks, the backsets 
other than standard that can be 
furnished, the necessity for fur- 
nishing sufficient spring power to 
hold lever handles in proper posi- 
tion and numerous other items 
which are a vital part. 

The architect usually calls in 
the contract builders’ hardware 
specialist with whom he is accus- 
tomed to working to decide upon 
the detail of door stiles, etc., neces- 
sary to conform to the hardware 
that should be used on that par- 
ticular opening. There are many 
such services rendered by the local 
contract builders’ hardware dis- 
tributor, because he is handy and 
in constant contact with the vari- 
ous architects in his locality. 

To use what is known as ordi- 
nary commercial hardware on a 
church would not be at all fitting 
and it is necessary that the hard- 
ware be handled by a man who 
is thoroughly familiar with that 
particular branch of the business. 
Few men, aside from builders’ 
hardware specialists, know the 
laws in various states covering 
public buildings, such as schools 
and theatres, in which lives are at 
stake, and it is necessary to furnish 
hardware that permits easy and 
quick exit. A builders’ hardware 
specialist can visualize the many 
parts and details of a building 
and, at once, talk intelligently 
about the hardware for a particu- 
lar section. He can specify slid- 
ing doors and other equipment, 
some of which might be termed 
rough hardware for industrial 
buildings and which is not a part 
of the education of one who has 
grown up in the plant of a lock 
manufacturer. Practical experi- 
ence also determines ability in this 
branch of the business. 


The contract builders’ hardware 
man is always handy when hard- 
ware is being applied and with the 
interest he has in each particular 
job, every effort is made to apply 
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it in a way that insures its proper 
functioning. This cannot be done 
by direct factory contact. 

After completion of a school or 
other public building, a visit is 
made to contact the custodian or 
superintendent to explain the func- 
tioning and adjustment of such 
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items as locks, door closers, etc., 
that they may give efficient ser- 
vice. There have been cases, in 
outlying districts, where mechan- 
ics, not knowing the functions of 
a particular type of hardware, 
have made alterations before call- 
ing the builders’ hardware man. 
The writer recalls a case, when 
furnishing locks with auxiliary 
latch bolts, for class rooms, the 
mechanic cut a hole in the strike 
to permit the auxiliary latch to 
enter. Were he compelled to wait 
until a manufacturer’s representa- 
tive could get to the job, much 
could happen. , 

Manufacturers make high grade 
items of hardware and what is 
known as commercial items, and it 
would be easy for someone, not 
familiar with contract builders’ 
hardware, to specify items that 
would soon give trouble, thereby 
detracting from the well-known 
quality reputation. 

I would emphasize that im- 
provements in the merchandise of 
the various builders’ hardware 
manufacturers and the growth of 
their institutions have not been 
wholly due to the initiative and 
particular sales ability of these 
producers. It has been due equal- 
ly to the builders’ hardware spe- 
cialists who have become enthused 
over the particular line they are 
selling and who have taken pains 


to use such items of that manufac- 
turer as would reflect credit upon 
themselves, the houses with whom 
they are associated and the manu- 
facturer. They have instilled into 
their customers that it is the make 
of hardware they should specify 
and use—and have, in many in- 
stances, through their efforts, elim- 
inated competition. 

For the past few years there has 
been very little building except 
Federal and some other public 
work, creating something of a 
scramble for that business. It has 
been hard to understand how some 
manufacturers, particularly in 
times such as we have been pass- 
ing through, can not only enter 
into direct competition with those 
who have helped build up their 
business, but, in some instances, 
quote prices to contractors below 
those regularly established with 
their own distributors. It is a sad 
and uncalled-for plight for any 
business to reach. 

Some progress has been made 
towards the elimination of un- 
ethical practices, but there are 
many distributors who, up to the 
present time, have continued to 
maintain contract departments 
and, in other cases, a great many 
men out of employment or barely 
able to earn a livelihood, who 
have devoted the greater portion 
of their lives to servicing contract 
builders’ hardware. 

Manufacturers claim they are 
not making any profit. That must 
be true, based on prices that are 
being quoted, otherwise it might 
be taken that their regular estab- 
lished prices are too high. 

It is time for manufacturers and 
distributors each to realize that 
contract builders’ hardware is a 
vital and important part of the 
building industry, that there should 
be a definite understanding and 
a spirit of cooperation each with 
the other, that the business may 
be placed on a basis and handled 
in a manner that will be profitable 
to all interested parties and there- 
by create a desire on the part of 
the younger generation to take 
up and follow one of the most 
interesting and fascinating lines 
of business one could wish for. 

-A start has been made, let us 
all actively bend every effort to 
bring it to a happy conclusion. 
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Our Paint Demonstrations 
Will Be Better 


By M. J. ESTES 


Display Manager, Munting Hardware Co., 
Kansas City, Mo. 





























onstrations in retail stores. Practical in- 

structions in painting and varnishing in the 
home, rather than amusing “stunts” such as “mar- 
bleizing” glass dishes and vases, dipping weeds and 
decorating lamp shades, are appreciated by the 
worth-while customer. Many dealers have experi- 
enced the agony of demonstrations conducted by 
women, in loud “artist’s” smocks, without the neces- 
sary knowledge to answer even the ordinary queries 
put to them by customers. 

Just what would be a real paint demonstration 
and who should give it? The easiest answer is 
that a wide-awake, business-like woman should be 
factory trained to answer most of the thousand and 
one questions that arise in an average mind after 
reading the so-called directions on an ordinary 
paint can label. 

What can she do to attract people and then really 
interest those attracted? The best attraction we 
have found is a small advertisement featuring a 
combination. offer of a 25-cent can of enamel and 
a 15-cent brush all for 15 cents and a coupon clip- 
ped from the ad. The coupon must be filled in 
with name and address of purchaser. This 
amounts to giving the paint free as the paint com- 
pany redeems the coupons later. They find the 
names on them a basis for a 
fine mailing list. Then comes 
the hard part, and the occasion 
for these comments. Beyond 
getting the demonstration to re- 
deem the coupons, we have “| ~ 
failed to date. We expect a 
different plan this year and 

(Continued on page 118) 


[ons is a great need for better paint dem- 






Here are some real practical suggestions for a worth-while paint 
demonstration. Read them and try them out in your store. 
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Camp Cottages Present 





In many sections of the country camp cottages 
are rivalling hotels in their comforts. 


HERE are some _ 10,000 
tourist cabin camps, hav- 
ing seven or more cottages, 
in the United States. Counting all 
cottage and tourist camps, there 
are from 25,000 to 35,000 scat- 
tered over America’s highways 
and byways, representing an in- 
vestment of $300,000,000 in prop- 
erty. The average five cottage 
camp has an investment of $20,- 
000. This is important money and 
cannot be considered in the fly-by- 
night class. Competition and mod- 
ern developments are bringing 
new conveniences to these guest 
cottages daily. 
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Some camp cottages 
are in operation all 
year and are popular 
with traveling men. 


Hardware stores are among those to benefit 
most from requirements of new type of 
accommodations 


Far from hurting this industry, 
the depression has brought new 
types of patrons to the cottage 
camps. Traveling salesmen, many 
of whom use automobile transpor- 


tation today, have been using the 
cottages as stop-overs where their 
routes and budgets called for it. 
Vacationists have for several years 
been popularizing the camp cot- 
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tages and with the increase of 
automobile travel, more camps 
are being opened. Last year saw 
much improvement in this type of 
accommodation, because the pat- 
ronage of seasoned travelers has 
raised the standards of the aver- 
age camp to a point where four 
of every ten are extending their 
establishments. 


Open All Year 


Just now there is a very defi- 
nite trend toward keeping these 
cottage camps open all year, where 
weather conditions are reasonably 
moderate. One such camp in Iowa 
is so popular with traveling sales- 
men that they make their reserva- 
tions two or three weeks in ad- 
vance. This establishment keeps 
the cottages cozily heated, well 
lighted—and, believe it or not, 
furnishes a portable typewriter in 
each! Even those camps opening 
early in spring and closing late in 
the fall, as many do, need port- 
able electric heaters. 

All this indicates the possible 
market for the hardware merchant 
who will look into it, but that is 
not nearly all of the story. The 
cottage camp is chosen by the 
motoring public largely upon its 
appearance from the road—a fact 
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that should be potent in selling 
its manager or owner the equip- 
ment for building a good lawn 
and grass seed to sow it. Then 
there are the large number of cot- 
tages that need repainting and im- 
proving in many ways, and equip- 
ment to maintain them in a trim 
and inviting condition. Window 
boxes, flower seed, lawn mowers, 
hose, sprinklers and water con- 
nections, all offer opportunities 
for sales. More pretentious cot- 
tages go in for striped awnings, 
lawn and camp chairs. These help 
lure the traveler from the high- 
way. 

Right now paint and roofing, 
screens, door closers, fans, mops, 
brooms, brushes, floor wax and 
cleaning equipment are needed to 
put the cottages in shape for the 
season’s motoring public. Many 
hardware merchants will add hun- 
dreds of dollars to their sales by 
looking over these camps and sys- 
tematically checking up _ their 
needs and wants as well. Ideas 
that contribute to the improve- 
ment of the camps in your neigh- 
borhood will be well received. 
Camp owners and managers are 
keenly conscious of the competi- 
tion in appearances. You can sell 
them new awnings if you show 





Lawn Mowers 
Rubber Hose 
Garden Tools 
Grass Seed 
Fertilizers 
Paint 
Roofing 
Window Glass 
Screen Doors 
Screen Cloth 


Window 
Screens 


Door Closers 
Hinges 


Electric Wir- 
ing Supplies 





Just a Few Items You Can 
Sell Camp Cottage Owners 


Electric Lamps 


Electric 
Heaters 


Electric Fans 
Hot Plates 
Gas Stoves 


Plumbing 
Supplies 


Kitchen 
Utensils 


Barbage Pails 


Playground 
Equipment 


Cleaning 
Supplies 


Chemical 
Closets 








them how much better their cot- 
tages will appear than the camps 
of other sections. 

Not all cottages are confined to 
sleeping accommodations. Ap- 
proximately 25 per cent are 
equipped for cooking meals and 
the number is increasing. This 
means sales and replacements on 
cooking equipment, aluminum- 
ware, china, silverware, ranges, 
hot plates or small stoves, refrig- 
erators. 

(Continued on page 134) 
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Wholesalers Want Action! 


Endorse Ammunition and | 


Wholesale hardware executives pledge support to program 
recommended in HARDW ARE AGE editorial in the February 


14, 1935, issue and favor immediate action on plan. 


their complete and enthusiastic approval of 

the editorial “Ammunition and Wire Cloth” 
which appeared in the Feb. 14, 1935, issue of Harp- 
waRE Ace. They pledge their support toward the 
organized effort suggested by this editorial to cure 
the unequitable competitive situation which exists 
in the distribution of these two major volume lines. 

From this editorial we quote, as the heart of our 
suggestion for curing this uneconomic situation, the 
following paragraphs: 

“The very nature of the hardware business and the 
ammunition business makes wholesaler-retailer dis- 
tribution the only economic method for the pro- 
ducers selling through the hardware field. But a 
further uncontrolled competitive attitude may lead 
to uneconomic distribution experiments to the detri- 
ment of both producers and wholesalers. Such is the 
warning we read between the lines, which prompts 
us to urge wholesalers to take immediate action to- 
ward more harmonious and cooperative practices 
in the ammunition industry. 


Hy ‘ter coms wholesalers continue to express 


“Under the auspices of the National Wholesale 
Hardware Association and the Southern Hardware 
Jobbers Association, local and national committees 
of wholesalers should be formed to bring the am- 
munition producers together for a joint discussion 
with wholesalers that the future of this important 
line may be secure and profitable. The manufac- 
turers should welcome such action, as their own 
future profits are also at stake. To wholesalers this 
move seems imperative, with the element of time 
increasingly important. We urge it strongly in the 
best interests of the hardware industry as a whole. 
Such a committee must study and face facts and not 
waste precious time futilely trying to place the blame. 

“If this program is successful, and we believe it 
would be, similar wholesaler committees could take 
like action in the wire cloth industry, which offers 
very parallel problems. Here again the manufac- 
turers (about 14 of them) should welcome this move 
and in both fields a brighter future would appear 
as a result of this official and organized cooperation 
between producer and wholesaler.” 





Wants Action aT MIAMI 
CONVENTION 


Cuartotte, N. C.—Have read 
the Harpware Ace editorial in your 
Feb. 14 issue on ammunition and 
wire cloth. 

I would like very much indeed 
to see some action taken at the con- 
vention that will be held in Miami 
the early part of April, but I doubt 
seriously if a leader with sufficient 


AS 


nerve, intelligence and push could lieve that the National Association 


be found to head this movement. 
C. H. Crarx, 
American Hardware & 
Equipment Co. 


IpEA VERY Goop 


Monroe, N. C.—We have read 
your editorial in your Feb. 14 issue. 
We wish to say that we believe 
your idea is very good and we be- 


and Southern Association should 
take action to get a satisfactory dis- 
tribution policy on ammunition, 
wire cloth and poultry netting. 
Frep SMITH, 
Monroe Hardware Co. 





THOROUGHLY ENDORSES 


Ricumonp, Inp.— Referring to 
your article of Feb. 14 on ammuni- 
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tion and wire cloth, we thoroughly 
endorse your suggestion that the 
National Wholesale Hardware Asso- 
ciation and Southern Hardware 
Association form a committee to see 
if the ammunition business cannot 
be settled. Under present condi- 
tions, we do not care to do any more 
ammunition business than is abso- 
lutely necessary. While we are tak- 
ing orders at the suggested resale 
price, some of our competitors are 
offering 10 per cent below, and one 
of our competitors is offering to meet 
any price. anyone else makes. This 
proposition should enable customers 
to buy without paying any profit to 
anyone, even ammunition manufac- 
turers. 

As we see it, the two large com- 
panies are fighting each other and 
making the jobber the goat to dis- 
tribute without any profit. It is not 
what we sell them for, but prices 
that we will have to meet when set- 
tlement is made. We will pay for 
our ammunition in April, ship it 
out in July with Oct. 1 dating net 
Dec. 1, and we do not care to dis- 
tribute a commodity that runs into 
money as fast as this does on these 
terms without a reasonable profit. 
We are not pushing the sale of 
ammunition and do not expect to 
under present conditions. 


F. O. Cuamsers, Sec.-Treas., 
Miller Bros. Hardware Co. 
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Let Distriputors COME 


CLEAN 


INDIANAPOLIS, IND.—Your edito- 
rial suggestion offered in the Feb. 14 
issue on ammunition and wire cloth 
has been read with great interest. 

A very close contact with this 
seemingly insurmountable problem 
and a most kindly feeling of sym- 
pathy with the executives of the 
companies involved prompts me to 
take issue with you in your proposed 
solution. I am not delegated to 
speak for these executives, nor have 
I conferred with them since reading 
your editorial, but there is, in all 
fairness, much to be said in extenu- 
ation of their inability to stabilize 
resale prices and margins. 

I know the manufacturers have 
made a conscientious effort to cor- 
rect the current chaotic conditions 
in this line and I think that you lose 
sight of the fact that distributors 
themselves have been partly respon- 
sible for the unstable situation. 
Assuming that a fair margin shall 
have been provided for a distribu- 
tion of these items, you know, I am 
sure, that prompted by a desire to 
secure a larger distribution or to 
outwit a competitor, this margin has 
been given away by some distribu- 
tors, causing an unsettlement of the 
manufacturers’ plans. 

The manufacturers of ammunition 
made a strong effort to police the 


industry to prevent this, trying to 
induce the distributor to keep for 
himself the margin of profit. 

It seems absurd, but that is just 
what happened. It caused the 
manufacturer to expend a large sum 
of money to do this, and failure 
was the result. I am trying to tell 
you that the manufacturer alone 
should not be charged with failure 
to do his part. A share of the re- 
sponsibility rests upon the shoulders 
of the distributors. 

Let distributors come clean and I 
am confident that the manufacturers 
will cooperate. 

Joun T. Martinpate, President, 

Van Camp Hardware & Iron Co. 


WortTHY SUGGESTION 

SavaANNAH, Ga.—We think your 
suggestion a worthy one, although 
we doubt if much good can be ac- 
complished because the national 
jobbers must be brought into line, 
and the interests of the national 
jobber and local jobber are diamet- 
rically opposed to each other. 

Furthermore, we think the present 
set-up on loaded shells based on a 
margin of 25 per cent on cost to the 
jobber, out of which freight must 
be allowed and which will average 
a cost of 5 per cent, is a larger 
margin of profit than is going to be 
universally observed by the many 
interests distributing the line. 

Furthermore, there is nothing in 
the set-up that gives a better price 
to the retail dealer who buys 50,000 
shells and has a gilt edge credit as 
against the small man who buys 
1000 and has no credit. 

Furthermore, it is a recognized 
fact that almost every little grocery 
house is distributing some line of 
shells, and many of these grocery 
houses are distributing one of the 
prominent lines and their set-up and 
method of operation and ideas of 
making a profit are quite and 
radically different from the whole- 
sale hardware jobber. 

We think some good may be ac- 
complished by the organizations dis- 
cussing these matters, but so far as 
any concrete positive results for any 
length of time are concerned, we 
are not hopeful of its attainment. 

W. A. Semmes, President, 


Semmes Hardware Co. 


HEARTILY IN ACCORD 


Orruma, Iowa — With reference 
to the ammunition and wire cloth 
editorial we wish to say that we are 
heartily in accord with your sug- 
gestion. 

We know that but one thing can 
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result if something isn’t done about 
getting the different factions to- 
gether and getting their differences 
ironed out in such a way that not 
only the manufacturer but the job- 
ber and dealer as well will be in 
position to make a reasonable profit 
on both of these items that run into 
such a large volume. We hope 
with your suggestion and assistance 
that an agreement may be brought 
about between the various parties 
interested to settle this matter that 
will be of benefit to all. 

We thank you for taking the lead 
in getting the different organizations 
together. 

J. B. Mircon, Vice-President, 
Haw Hardware Co. 





TIMELY SUGGESTION 


Lancaster, Pa.—There is no 
question about it, it is very evident 
that the average hardware distribu- 
tor today is very foolish to make any 
attempt whatsoever to distribute 
shot gun shells, metallic ammuni- 
tion, wire cloth, poultry netting and 
screens and doors. 

The writer personally has been 
connected with the buying and sell- 
ing of these commodities for ap- 
proximately the last thirty-five years, 
and I personally cannot recall of 
any one spring where we had less 
idea of what we were actually going 
to receive for the merchandise taken 
on future orders for delivery later 
in the year on the items named 
above. 

Your suggestion that under the 
auspices of the National Whole- 
sale Hardware Association, Southern 
Hardware Jobbers, local and nation- 
al committees of wholesalers to be 
formed to bring about some joint 
discussion is certainly very timely, 
and under these committees the 
small independent distributor should 
be fully represented. 

Unfortunately, in our experience 
it has been some one of those known 
as national distributors who create 
the havoc in the markets of the com- 
modities named above, and_ the 
writer thinks he can readily see why 
the national jobbers or larger dis- 
tributors take the attitude that they 
do towards creating this havoc on 
these staple lines. He cannot on an 
equal basis or at the same price as 
quoted by the local distributor 
secure the volume of business that 
he feels he is entitled to, for the 
reason that the retail dealer trade 
is thoroughly and ably covered by 
the smaller jobbers such as are 
located in Lancaster, Lebanon, 
Reading and at least all over Penn- 
sylvania, who offer quick service and 
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delivery which it is impossible for 
the average national or large dis- 
tributor to give. Consequently he 
goes out and secures his business 
through lower prices and prices that 
are such that the smaller distribu- 
tor cannot make anything like a 
fair profit. 

Unfortunately, manufacturers have 
to a great extent in the past been 
governed by the larger national dis- 
tributor, and we are inclined to be- 
lieve that the end of practically each 
season he secretly and confidentially 
rebates the larger national distribu- 
tor or jobber which rebate he does 
not extend to the small distributor. 

We cannot believe anything but 
that this is true, for the reason that 
if the larger national jobber or dis- 
tributor pays the price for his mer- 
chandise which we are asked to pay 
by the manufacturers, he cannot 
possibly operate and make a profit. 

A. H. Herr, President, 
Herr & Co. 


COMPLETE SUPPORT 


Brooktyn, N. Y.—Thanks a lot 
for the Harpware AGE editorial on 
ammunition and wire cloth. 

While I am not at all interested 
in ammunition and therefore prefer 
to let the bullets be fired by some- 
body else, I certainly am interested 
in your suggestion in reference to 
the screen cloth situation. 

It is beyond my understanding 
why a small group of manufacturers 
controlling the distribution of any 
class of material, such as screen 
cloth, should let their own commer- 
cial life be practically ruined 
through price slashing and other 
unfair competition, without making 
a concerted effort to remedy the 
situation. 

It is practically impossible for 
jobbers to control the situation and 
I am firmly convinced that only 
through the united efforts of all the 
manufacturers in conjunction with 
the jobbers can the wire cloth indus- 
try be brought back to a price level 
which will allow some measure of 
profit to both manufacturers and 
jobbers. 

The suggestion contained in your 
HarpwareE Ace editorial would be 
a step in the right direction and it 
not only has my personal endorse- 
ment but my assurance that Igoe 
Brothers, as one of the largest dis- 
tributors of screen cloth, would sup- 
port any united and sincere effort 
to correct the present deplorable 
condition of the screen cloth indus- 
try. 

Bos Dott, Sales Manager, 
Igoe Brothers. 


ACTION 

AtTLanta, Ga.—We thought so 
much of your editorial of Feb. 14 
that we sent it to the Director of 
Domestic Sales of the Peters Cart- 
ridge Company and Remington 
Arms Company, with the suggestion 
from us that something should be 
done. 

I think there is a movement on 
foot at the present time to have a 
meeting of the leading members of 
both Southern and National Hard- 
ware Jobbers. We received a reply 
from this Director of Sales advising 
us of the above fact. 

W. C. HoLteyman, 
Vice-President, 
Beck & Gregg Hardware Co. 





SPLENDID—ButT 

Ricumonp, Va.—I have read with 
a great deal of interest your edi- 
torial on ammunition and wire cloth 
in your Feb. 14 issue. 

Personally, I think the suggestion 
you offer is a splendid one but it 
has been my experience that the 
hardware jobbers as a group do not 
seem to be able to make a definite 
decision on any matter. 

Both ammunition and wire cloth 
are certainly volume lines and every 
effort should be made to keep them 
in their rightful place as a hardware 
volume line and at a profit. 

Cartton D. REYNOLDs, 
Sales Manager, 
W atkins-Cotterell Co. 


TIMELY 
New York, N. Y.—I think your 
editorial offering the idea for a study 
of the ammunition and wire cloth 
situation is timely. For several years 
I have urged our sources of supply 
on screen cloth to call a conference 
before the selling season of whole- 
salers as well as manufacturers to 
discuss our mutual problem. So far 
this has not been done, but perhaps 
if it is put on a national basis we 
can get some action. 
Wishing you success in the good 
work you are doing. 
E. R. Massack, Pres., 
Masback Hardware Co. 





Hearty Accorp 


Montcomery, ALA—We are in 
hearty accord with your suggestion 
that the Southern Hardware Jobbers 
Association elect a local committee 
to bring the manufacturers of am. 
munition together in an effort to 
correct some of the faults that now 
exist. 

C. BucHanan, Manager, 
G. W. Barnett Hardware Company. 
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Hardware Curiosities 


By ROBERT PILGRIM 











ABRAHAM LINCOLN INVENTED THE 
GTEERING WHEEL ACTION USED ON MODERN 
CARS. A TOY CART MODEL, WHICH HE MADE 
FOR HIS SON TAD, HAD WHEELS WHICH 

TURNED FROM THE HUBS. ON WAGONS IN 

USE AT THAT TIME, THE ENTIRE AXLE TURNED, 
MAKING THE TURNING RADIUS LARGER THAN 





THAT OF LY S MODEL 


SALICERS ARE GO CALLED 

BECAUSE THEY ONCE WERE 

USED SOLELY AS RECEPTACLES 
FOR SAUCE 
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GIEGFRIED LICHTENFELD, FIFTEEN 
NEAR OLD STRONG MAN OF 
GERMANY, CAN BEND ONE-INCH 
IRON BARS INTO PRETZEL GHAPES 
AND BITE STEEL CHAINS IN 
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& FENCE POST 

GERVES AS OFFICAL 

JAIL AT INNAMINCKA, 
AUSTRALIA 








Many hardware stores use this page as a poster in window displays. 
attention on the hardware store and its place in history, thereby placing it in more important 
light in the community. For those who do not wish to tear the pages from the book, extra 
pages may be obtained by sending a self-addressed and stamped envelope. 


© Hardware Age. 


subscriber, as the supply is very limited. 
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LECK & BRO., INC., of Jen- 
kintown, Pa.,. has been in 
business for over 70 years, 


and always with the same progres- 
sive policy that makes it so out- 


standing today. Business first 
started under the name of Fleck 
& Smith in a then modern two- 
story building, displaying stoves, 
tinware and roofing only. Like 
most modern emporiums of that 
age, this store used an ugly though 
serviceable sheet iron canopy that 
extended over the sidewalk and 
protected the public from the in- 
clement weather. 

A new brick building was erect- 
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This modernized store meets the demands of 1935 


Another 


ed in 1872 and the stock somewhat 
expanded. In 1883 W. C. and 
Howard Fleck managed the firm 
under the name of W. C. Fleck 
and Bro. From then until 1914 
the store was enlarged and im- 
proved eight times, and the stock 
of merchandise greatly extended 
to include practically all hardware 
items. In 1914 the business was 
incorporated under the name of 
W. C. Fleck & Bro., Inc. Follow- 
ing that time, numerous additions 
were made, in the way of ware- 
houses, display fronts and sales 
areas. 

In 1933 a disastrous fire com- 


selling. Left: The Fleck store of 1910—up-to- 
date at that time 


Main Street 


pletely demolished the building, 
making it necessary either to move 
or build again from the ground 
up. It was decided to build a new 
modern store. 

Before having plans drawn for 
this new building, Mr. A. Stuard 
Graham, the present manager, 
made an extensive tour of the 
country and inspected many of the 
outstanding hardware stores of 
which he had heard. However, 
it was mostly from larger stores 
that he found features useful for 
incorporating in the plans of the 
store he had in mind. The general 
design of the building itself was 
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Fleck & Bro., Inc., Jenkintown, Pa., have kept pace with selling 
requirements of changing conditions 


the work of Mr. L. Walter Heiss, 
architect, and has included most 
of the features decided upon by 
Mr. Graham. The finished struc- 
ture is a fitting monument to the 


successful achievements of the’ 


founder and his successors. 

The new building was complet- 
ed in the fall of 1934. The front 
itself is a masterpiece of modern- 
ity, done entirely in black and 
white contrast. Fifty feet of show 
windows are arranged in steps, so 
that the whole can be used for 
large displays or divided into as 
many as six smaller individual 
showings. The front bulkheads 
are faced with polished black Car- 
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rara glass, which gives a most 
effective and modern appearance 
to the display front. The windows 
are illuminated by floodlights con- 
cealed behind the Carrara glass 
marquise. This gives the entire 
front of the store a soft and effec- 
tive illumination at night. 

The upper part of the store 
front is of white limestone, and 
contrasts strikingly with the black 
trim and the marquise. Sixteen 
large windows adequately supply 
the inside front offices with day- 
light; yet at the same time har- 
monize perfectly with the rest of 
the modernized building front. 

The plaster walls inside of the 
store are painted a soft peach 
color. This offers a high degree 
of light reflection without any 
attendant glare or harshness. Five 






The old and new 
interiors of the 
Fleck store. Left: 
The building un- 
der alterations. 


overhead skylights provide perfect 
daytime lighting to the main part 
of the street floor. At night, a 
1000 watt lamp in each skylight 
gives the same general illumina- 


tion as in the daytime. Thus dur- 


ing either night or day there are 
no shadows or glares cast from 
polished merchandise. 

Completely encircling the main 
part of the ground floor is a bal- 
cony. On the front section of this 
balcony are located the executive 
offices, including the private office 
of Mr. Graham, encased with 
tapestry glass. The balcony at 
the rear of the store offers a spa- 
cious second floor, utilized for the 
display and sale of sporting goods. 
Sufficient space is available for 
setting up a demonstration ping- 
pong table or other indoor sport 


equipment. The walls of the bal- 
cony have been given a very pleas- 
ing paneling effect which breaks 
up the monotony of an otherwise 
long bare area. Lining the edge 
of the balcony and the stairs lead- 
ing to it, is an attractive wrought 
iron railing. 

The floors are of colored cement 
and entirely unobstructed by struc- 
tural columns, except on the rear 
balcony area and the section of 
the street floor directly underneath. 
Practically all displays are on 
small tables and in glass-enclosed 
show cases. Wide aisles are an 
important consideration in all dis- 
play layouts in this hardware 
store where the customer never 

(Continued on page 99) 


53 


Sauna eeII 


IEG 














How An Agricultural Institute} | 


Three-day event brings 2500 to 


Binghamton, N. Y., hardware store; 


creates increased good will and 
pushed year’s sales ahead. 


ULLY 2500 people, prac- 
KF tically all from rural com- 
munities, attended the an- 
nual opening and Agricultural 
Institute held by A. L. Davis & 
Son, Binghamton, N. Y., on March 
14-15-16, and pushed this year’s 
opening’s sales record ahead of 
last year’s. The firm has been 
conducting this affair annually for 
the past 24 years and attributes 
much of its good will and busi- 
ness growth to the event. 
“Practically all our attendance 
was from the rural communities 
as we did not make any effort 
whatever to attract the city trade 
on this particular occasion,” says 
Frank G. Howard, president. “In- 
vitations and registration cards 
were sent to all the rural box- 
holders in this section and as 
they entered the store we en- 
deavored to register as many as 
possible. 


“It was our aim to have every 
exhibit in charge of a factory rep- 
resentative and with out own force 
and about 25 representatives and 
four or five additional salesmen 
whom we hired we endeavored to 
do as good a job of demonstrat- 
ing as was possible, considering 
the crowd and the many interrup- 
tions. We have been holding these 
affairs for 24 years and have 
never yet missed having a nice 
attendance and considerable in- 
terest. These affairs are now 
looked forward to with a great 
deal of interest every year by all 
our rural customers. 


Dinner Is Served 


“In former years we served cof- 
fee, sandwiches and doughnuts free 
of charge at our store, but this 
soon became not only quite a bur- 
den on account/of the many peo- 
ple who took advantage of it, but 


Farm folk are always interested visitors to the exhibits and displays. 


made considerable work and too 
much congestion at the noon hour, 
so this year we gave our guests a 
dinner outside. It so happens that 
the Binghamton factory of the 
Endicott-Johnson Corp., shoe man- 
ufacturers is located across the 
street from us. In connection with 
this factory the company operates 
a diner for its employees, run on 
the cafeteria style. It has a capac- 
ity of 1500 people to the hour and 
our customers who registered were 
entitled to a free dinner on Thurs- 
day and Friday. The Endicott- 
Johnson people very kindly pro- 
vided entertainment during the 
dinner hour, comprising sleight of 
hand performances, music and 
dancing. Free dinners were pro- 
vided for heads of families only, 
a charge of 10 cents was made 
for each additional member of the 
family. The registration ticket, to 
which was attached the dinner 
ticket, had space for the name 
and address of the person regis- 
tering. There was also space for 
indicating on what lines or items 
customers and prospects wanted 
catalogs and prices.” 

Advertising in The Binghamton 
Sun invited friends and custom- 
ers to the exhibition. Some of the 
lines handled by the Davis store 
were advertised alongside of the 
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invitation, and the newspaper car- 
ried a news item on the event as 
well as a picture of the president 
and an illustration of the com- 
pany’s store. 

Located in what was originally 
an outlying section of Bingham- 
ton, the store is now surrounded 
by a fast growing home district, 
occupied principally by workers 
in the shoe industry of which the 
city is a center, so that the Davis 


Demonstrations are well attended by 
farm housewives. Davis & Son at- 
tracted this group last month. 


store now serves as a farmers’ 
trading point and caters to a large 
urban trade as well. 

There were men’s and women’s 
programs each of the three days 
and for the boys and girls there 
was a special program on Satur- 


day. Lectures for adults were held 
on the third floor, speakers com- 
ing from the College of Agricul- 
ture, Cornell University and from 
the Broome County Farm and 
Home Bureaus. The lectures were 
well attended and the lower floors 
were constantly thronged by 
patrons and friends of the store. 

The printed program was in 
the form of a ten-page folder— 
eight pages being given over to 


Improved equipment for home and field get attention at A. L. Davis & Son, Binghamton, N. Y. 
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The personnel of the 
Davis store in Binghamton. 


small ads of farm implements, 
plumbing supplies, harness, 
paints, garden seeds, kitchen 
ranges, radios, electrical appli- 
ances, poultry supplies, etc., to- 
gether with the names of the men 
in charge of the different displays. 

The men’s program was in 
charge of Philip Higley, manager, 
Broome County Farm Bureau. 
Addresses in this program in- 
cluded “Outlook for Agricultu-e 
in 1935” by G. W. Hedlund, 
Cornell University; “Making the 
Best Use of Roughage in the Dairy 
Ration” by W. T. Crandall, Cor- 
nell University and “Feeding and 
Caring for Hens and Young 
Chickens” by R. C. Ogle, Cornell 
University. 

Ann Phillips Duncan, manager, 
Broome County Home Bureau, 
directed the women’s program 
which was divided into two gen- 
eral subjects of interest to wo- 
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men—“Care of Clothing” and 
“Care of the House.” The first 
half included the cleaning and re- 
conditioning of clathes, etc., while 
the program devoted to the house 
included advice on furniture. 


4-H Clubs Attend 


The third day in addition to 
adults three or four hundred boys 
and girls, members of the 4-H 
Clubs in Broome County attended 
the boys and girls program in 
charge of Allen Pomeroy, 4-H 
Club Agent, and Miss Frances 
Cutler. Subjects included “Im- 
proving Home Grounds,” “Gar- 
dening,” “How to Make Milk 
Drinks” and “Wise Buying of 
Foods.” 

In addition to the formal pro- 
gram daily conferences, free sou- 
venirs and a free check room were 
provided. 


This newspaper page was dominated 
by the Institute—Editorial descrip- 
tion and advertising combined to do 
a first-class job. 


The first floor was devoted to 
housewares, plumbing, dairy 
equipment, paint, harness, seeds, 
electrical appliances, stoves, etc. 
The second floor was given over 
to implements, fencing, wire prod- 
ucts, pumping equipment and 
other larger items. Lecture pro- 
grams were on the third floor of 
this three-story brick structure 
with its attractive show windows 
and good lighting arrangement. 

“One of the stove concerns, 
whose line we sell had a large 
demonstration trailer here in 
front of the store for the occasion 
and clocked the number of per- 
sons visiting it, reporting that 
1620 people went through this 
trailer during the three days,” 
said Mr. Howard. 

Dealers from neighboring cities, 
invited by the company, showed 
their interest in the event by at- 
tending during the three-day pro- 
gram. Dealers in other communi- 
ties, could use similar ideas in 
their business. Those not having 
sufficient space could hold their 
program in local fair grounds, 
empty buildings or fraternal halls 
or in hired exhibition tents. Such 
a program creates interest among 
present adult customers and pros- 
pects as well as in the minds of 
boys and girls, most of whom are 
potential future customers. 
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Some accounts may be followed up by office workers. 


Hardware Collection Costs 


By JOHN T. BARTLETT 


Co-Author, Retail Credit Practice, 

Credit Department, Salesmanship, and 

Methods of Instalment Selling and 
Collection 


PERATING the collection 
QO machine which instalment 

selling requires is likely 
to become, unless efficiency ideas 
are used, expensive. Research un- 
covers such figures for credit of- 
fice and collection costs as 3 per 
cent, even 5 per cent, or more. In 
this report, I shall offer plans and 
suggestions which will reduce 
these costs. 

Every instalment seller must 
have an expert system for ac- 
counting and follow-up. Systems 
based on addressing machines are 


cost-reducers. Economies are ac- 
complished in making of initial 
individual records, in follow-up, 
in handling of payments. There 
is a single plate, with name and 
address and other “keying” in- 
dicia, for each account. These 
systems enable the hardware 
dealer to handle follow-up with 
office workers in the lower brack- 
et, and with that promptness 
which is indispensable in collec- 
tion efficiency. Sending of due 
notices is economical. 

Then there are posting machine 
plans which are highly efficient, in 
a short time justifying the initial 
investment. And visible housing 
of accounts, substantiated for ver- 
tical housing, produces great la- 
bor savings. One large store, 


changing to visible housing, 
found that two analysists did in six 
days what three follow-up work- 
ers had formerly required fifteen 
days for! 

Among, the larger instalment 
stores, many have already adopt- 
ed these labor-saving machines 
and equipment. Certainly those 
which have not, large or small 
stores, should thoroughly investi- 
gate. The most universal oppor- 
tunities to cut collection costs, 
however, are in a different direc- 
tion—the manner in which an of- 
fice is organized with division of 
duties; the practice of skill by in- 
dividual workers in organizing 
their time; the devising of dozens 
of time-saving plans. 

(Continued on page 114) 


An Economical Collection Machine— Addressograph Plans— 
Classification for Follow-up—Combination Workers 
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Adequate Old Age Pensions 


Should Be Properly Funded 


By G. CHAUNCEY PARSONS 


labor no longer question the 

value of old-age insurance 
for their workmen. Frequently 
from their own experiences, they 
have learned that the guarantee 
of old-age security to their em- 
ployees repays them many times 
over for whatever money they 
themselves contribute to such 
plans. They believe the lessons 
written in their own ledgers and 
balance-sheets. They know that 
the expenses of labor turnover 
are amazingly lessened by ade- 
quate old-age insurance; they 
know that workmen who are as- 
sured a certain financial inde- 
pendence when they are too old 
to work are more loyal, more effi- 
cient, and to a certain degree ac- 
tually more intelligent, than those 
men whose only hope for the 
future is to live with complain- 
ing relatives, or to wander in the 
chilly corridors of so-called 
“homes” for the aged poor. 

The value of old-age pensions 
for the large mass of employees is 
so self-evident, in fact, that man- 
ufacturers, instead of questioning 
it, are now asking themselves if 
it cannot be applied further with 
equal benefit both to themselves 
and to the men who work for 
them. Most old-age insurance 


[histor etn employers of 
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The white collar worker and the artisan who 


can look forward to security in later years 


are not susceptible to radical argument. 


plans care only for the men in 
the lower reaches of the wage- 
scale, and the scheme advocated 
by the President in his Security 
program (the Bill is at this writ- 
ing about to come before Con- 
gress) will benefit only such men 
and women. 


All Classes Better for 
Security 


But if the men who make bolts, 
let us say, for $25 a week (the 
figure is used only for the pur- 
pose of illustration) are better 
workmen because their future is 
protected, will not the same thing 
be true of men of higher earn- 
ing capacity: the traveling sales 
force, the office workers, even the 
executive personnel? The large 
employer of labor is asking him- 
self this question, and it should be 
asked likewise by the small re- 
tail merchant, the man who sells 
the bolts and nails made by the 
manufacturer. His entire force of 
employees may number only six 
or eight persons, but will they not 
also be more loyal, more efficient, 
more intelligent, if some sort of 
provision is made for their 
future? 

The employee in the small store 
is certainly entitled to protection 
in his old age. The scheme now 


before Congress will do nothing 
for these men, but the wise em- 
ployer will see to it that they are 
protected — and thereby insure 
himself against dissatisfaction, 
undue labor turnover (which is 
expensive in the extreme in the 


A specially designed contract is neces- 
sary for merchants who wish to insure 
employees against poverty in old age. 
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store, where personality counts 
far more than it does in the fac- 
tory), and against disloyalty. 
Such employees, half a dozen or 
so working in a small store, are at 
present under a peculiar disadvan- 
tage. Their wage is relatively small 
and their opportunities for saving or 
investment are as limited as those 
of the factory worker. They have 
neither the education nor the oppor- 
tunity to analyze investments, and 
frequently they fall victims to the 
“get-rich-quick” stock salesman. 
Pensions can be provided for them 
just as well as for large numbers of 
workmen in a factory, and the re- 
turn to their employer is just as 
great. A different plan is needed, of 
course, but that is no argument for 
failing to provide for such men when 
insurance companies exist whose 
business it is to take care of such 


cases, even though they lie outside 
the usual blanket pension plans. 

A specially designed contract is 
necessary for merchants who wish to 
insure their employees against pov- 
erty in their old age, a contract 
which is not the so-called retirement 
endowment or retirement annuity 
contract usually used for individuals, 
for such contracts give the employer 
no control over the situation. He 
should, of course, have a certain 
amount to say about the money 
which he himself, as an employer, 
will contribute towards the pension- 
ing of his employees. 

In the past, the “white collar 
worker” has been sadly overlooked 
in this matter of pension insurance. 
He has been expected to save for 
his own future, and providing for 
one’s future, even on what seems to 
be a fairly high salary, is often by 
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DISTRIBUTION OF PERSONS OF 
ELIGIBLE AGE (65 YEARS AND 
OVER) FOR OLD-AGE PENSIONS 


Pictogram shows number of persons 
in each State having reached eligible 
age for proposed old-age pensions. 
Approximately 180,000 now receive 
assistance although Committee on 
Economic Security estimates one-half 
of 7,500,000 people over 65 years now 
living are dependent. To qualify for 
their share of Federal funds many 
States having mandatory and optional 
pension laws will have to revise them 
to meet Government’s requirements. 
Data from Economic Security Commit- 
tee, Census Bureau. 


Map reprinted from United States 
Daily an_ independent publication 
issued weekly at Washington, D. C. 


no means as easy as it sounds. In 
these last years far too many men 
and women who have earned good 
salaries have found themselves at 
the age of sixty with no position and 
no chance. of finding one, and with 
their savings (which in their case 
usually means investments in stocks 


or bonds) either swept away en- 
tirely or greatly diminished in value. 
If such people have put their money 
in insurance they are lucky, for that 
still remains to them—but why 
should the whole burden of provid- 
ing for their old age fall on them, 
when other workers, some of them 
perhaps only a step or so below 
them in the wage-scale, reap the 
benefits of pension insurance? An 
old age pension, even a small one, 
would be a blessing to such men 
and women. A hundred dollars a 
month sounds like nothing to the 
man earning a thousand dollars a 
month; a hundred dollars a month 
may mean a great deal to that same 
man, out of a job, at the age of 
sixty. 

In this article we are purposely 
avoiding comment on those beauti- 
ful schemes, now darting back and 
forth over our country, which prom- 
ise us all a juicy income in our old 
age. But we will say this much: 
Any plan which provides the aged 
with a monthly income of even 
thirty dollars a month (to say noth- 
ing of two hundred) will cost an 
appalling amount and may easily 
plunge us quickly into real national 
bankruptcy. If this statement is 
questioned—and it will be—the 
questioner should ponder for a mo- 
ment on the present situation in En- 
gland. In England, everyone is pro- 
vided with an old-age pension, to 
which everyone contributes. This 
pension is not two hundred dollars a 
month, but about ten dollars—and 
it is so expensive, so extravagant, 
that the Government is at this mo- 
ment in extreme difficulties because 
of it. Reference to analyses made 
by any one of a dozen economists, 
both English and American, will 
substantiate this statement. 


Will Be Mandatory 


No one knows at the time this 
article is being written just what 
Congress will do with the Security 
Bill or whether we will really get 
social legislation at all during this 
Congressional session. What we do 
know, without question, is that 
within a relatively short time old-age 
insurance of some sort will be man- 
datory, and that it will in all prob- 
ability not provide for men and 
women who have earned more than 
a hundred and fifty dollars a month. 
Nor, if such a national scheme is 
to be possible at all, will it provide 
an adequate retirement income for 
anyone. Which means, of course, 
that the wise employer of labor, 
whether he is a retail merchant or a 


(Continued on page 132) 
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From his own 
Garden in 
Glenside, Pa. 


a ae 


Turner Dug Up 
A Protit Line 


WO years ago, the pro- 
prietor of Turner’s Hard- 


ware, Glenside, Pa., dug up 
several seasonal plants from his 
garden, potted them in attractive 
porcelain flower pots and set them 
on display in his store. He had 
hardly turned his back before 
these plants were snapped up by 
eager customers. A few days 
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later he set out another larger dis- 
play, many of the plants being 
placed in ordinary earthenware 
pots. This offering disappeared 
as fast as a pile of free novelties. 

Since that time Mr. Turner has 
established a year-round line of 
potted plants, using one of his 
large show windows for a con- 
tinuous display. And this horti- 


These store displays of 
The Turner Hardware, 
Glenside, Pa., helped 
build up an extensive 
plant and accessories 
business. 


cultural enterprise has been pull- 
ing customers from many a town 
besides Glenside. 

The display window is filled 
with plants of all types and 
colors, cleverly arranged in tiers 
and depicting a garden setting 


that has everything but the bees. 


Shallow wooden boxes are filled 
with peat moss, in which are set 
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earthenware pots containing the 
plants. By watering this moss 
every few days, the plants can be 
kept fresh and green. Of course, 
the exposed wooden parts of the 
boxes are concealed by rocks or 
potted plants, and always painted 
to blend with the setting. From 
outside, the whole has the appear- 
ance of a tiered rock garden. 

On shelves stand quantities of 
small painted porcelain pots, 
shaped like animals or other 
ornate designs. These contain 
small succulent plants, ferns, cacti 
or even small sanswieras. Along 
the sides of the window are hung 
iron or wooden pot holders with 
displays of ivy, ferns, etc. All 
these things—pots, hangers, 
flower racks, stakes, ivy bowls— 
are sold as extras by the store. 
The demand for plant accessories 
goes hand in hand with the de- 
mand for plants, and quite often 
swells a twenty-five cent plant 
sale to a total sale of several 
dollars. 

Due to the rapid turn-over of 
the plants, the display window is 
constantly changing. Even so, 
every two weeks, at least, Mr. 
Turner completely changes his 
window, so as to take advantage 
of seasonal trends and to work in 
new and attractive settings. The 
strong appeal that a fresh display 
of plants and flowers has for all 
types of people is seldom appre- 
ciated by those not in the floral 
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business. Hardly a person walks 
past Turner’s window without 
stopping. Also, a great many 
people driving through Glenside, 
are attracted by the window dis- 
play and stop. A considerable 
number of sales are made to just 
this type of transient customer. 

Inside the store other displays 
are arranged with an eye to cus- 
tomer handling and _ selection. 
Open tables carry the larger 
potted plants which can be easily 
watered individually. The tiny 
cheaper plants, each in its small 
individual pot, are set in shallow 
boxes filled with moist peat moss. 
This serves the double purpose of 
keeping the plants moist and offer- 
ing a very realistic and pleasing 
background. 


A Good Margin 


Naturally, now that plant sales 
are a large part of the store’s busi- 
ness, Mr. Turner cannot hope to 
supply his wants from his garden. 
Most of his plants are bought 
from near-by nurseries and flor- 
ists. By purchasing in large 
quantities and fairly regularly, he 
is able to buy at very reasonable 
prices. Accordingly, he is able to 
dispose of his plants with a profit 
margin of at least 50 per cent. 

The competition with florists 
and nurseries is not as close as 
might be anticipated. Most flor- 
ists specialize in cut flowers or 


large potted plants, while nurs- 
eries go in more for large plants, 
evergreens and boxes of various 
flowering plants. Mr. Turner, on 
the other hand, specializes in very 
small plants ranging from twenty- 
five cents to about one dollar. His 
location is ideal, and by trans- 
planting his bought plants into 
small attractive units that sell at 
a low price, he meets a very active 
and widespread demand. The in- 
tense interest aroused by the horti- 
cultural part of his store, attests 
to the popularity of his cheaper 
plant units. 

Around Christmas Mr. Turner 
adds a large number of potted 
evergreens to his displays. These 
are set out on the front pavement 
and also placed ornately through- 
out the store. They sell them- 
selves. Poinsettias and similar 
Christmas plants,* selling from 
fifty cents to one dollar, are 
snapped up quickly. 

Among the all - year - round 
sellers are sanswieras, ivy, table 
ferns, begonias, aspidistra, pan- 
danus, hardy azalea, amaryllis 
and the numerous small succulent 
plants, such as the Japanese rub- 
ber plant. These succulent plants 
are especially popular. Mr. 
Turner puts them in painted por- 
celain pots which ordinarily re- 
tail for fifteen cents. The great 
majority of customers gladly pay 
an extra ten cents in order to get 

(Continued on page 100) 
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by CHARLES R. ROSENBERG, Jr. 


F course, you won’t want 
6) to sue a customer. No- 
body does. While there’s 
still the slightest chance of collect- 
ing your bill amicably, naturally 
you'll hold off going to law. 
There’s the future good-will and 
possible future business from the 
customer to be considered. If you 
can collect your money from him 
and at the same time get further 
business—for cash—that’s fine. 
But, no matter how great your 
patience, somewhere along the 


line, if you have not collected by 
ordinary methods, you will have 
to decide either to bring suit or 
else to lose the money forever. 
The time of that decision is not of 
your choosing; it’s prescribed by 
law. If you do not choose to sue, 
the law makes the decision for 
you: forever after you are barred 
from legal redress. 

In the legal view of it, the idea 
is that people should not be sud- 
denly confronted by lawsuits for 
debts they are supposed to have 


contracted at remote times in the 
past. The long lapse of time, 
with loss of records and departure 
of possible witnesses, would make 
it extremely difficult for a person 
to defend himself against an un- 
just claim after many years. In 
view of this, the law contemplates 
that a creditor should not dilly 
dally indefinitely with his bill be- 
fore reducing it to legal action. So 
the law has fixed a time limit be- 
yond which you cannot sue or 
have any legal redress against a 
delinquent customer. If you do 
not start legal proceedings before 
that time limit as set by law, you 
are, in plain language, “out.” 

A customer contracts a bill with 
you today, let us say. Four years 
go by, the customer fails to pay 
and you fail to bring suit. If 
the laws of your particular state 
set four years as the time limit 
within which suit must be brought 
on ordinary debts or accounts, 
your customer would never have 
to pay if he didn’t want to volun- 
tarily. You could never there- 
after successfully maintain legal 
action against him, regardless of 
how well able to pay he might be. 

The time for bringing suit for 
your bill begins to run from “the 
time when the right of action 


The law sets a definite time limit on your collections. Read this short 
but informative article and prevent the loss of those old accounts. 
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Alabama . 3 years 
Alaska 6 years 
Arizona 4 years 
Arkansas 3 years 
California . ..4 years 
Canal Zone ..4 years 
Colorado ........ 6 years 
Connecticut ...... 6 years 
Delaware .3 years 
District of 

Columbia ..... 3 years 
Florida 3 years 
Georgia _.4 years 
Idaho _4 years 
Illinois . 5 years 
Indiana ..... .. .6 years 
Iowa . ....o years 
Kansas 3 years 
Kentucky 5 years 
Louisiana 3 years 
Maine. .... 6 years 
Maryland ........3 years 
Massachusetts 6 years 
Michigan ..... 6 years 
Minnesota 6 years 
Mississippi .3 years 
Missouri 5 years 
interval between items. 





Time Limits on Suits on Your Delinquent Accounts 


Note: In some states, the suit is on the account, but in others, it is 
on the customer’s implied contract to pay for the debt incurred. In Alaska, 
an account is not considered continuous if there is more than a year’s 


re 5 years 
Nebraska ........ 4 years 
Nevada ......... 4 years 
New Hampshire .. .6 years 
New Jersey ...... 6 years 
New Mexico ....... 4 years 
New York ....... 6 years 
North Carolina .. . .3 years 
North Dakota ..... 6 years 
ES 2 scent od 6 years 
Oklahoma .3 years 
OIE 6 oS kena wh 6 years 
Pennsylvania .6 years 
Philippine 

Islands 6 years 
Rhode Island .... .6 years 
South Carolina .. .6 years 
South Dakota .... 6 years 
Tennessee ........ 6 years 
| ee er 2 years 
Utah _. _.4 years 
Vermont . . 6 years 
Virginia . . _.3 years 
Washington ..3 years 
West Virginia _5 years 
Wisconsin 6 years 
Wyoming . 8 years 








accrues,” as the law books put it. 
Ordinarily, this means the date of 
invoice. In most states, the law 
provides that suit on an ordinary 
debt or so-called “open account” 
must be started within a stated 
period of time after the trans- 
action and, as above indicated, 
this is usually interpreted to mean 


within the stated legal period after 
the date of sale or invoice. 
Where you have been selling to 
a customer over a period of time, 
there will, of course, be different 
dates on which you have sold the 
customer different items. For ex- 
ample, you may make one sale to 
him on credit in February, another 





in June, and still another in 
November. Again, it may hap- 
pen that you have recurring trans- 
actions with the same customer 
over a period of three or four 
years, or longer. 

Under such conditions, the law 
contemplates that all the charges 
for the items thus sold at these 
various times constitute a running 
account to the extent that the cus- 
tomer owes you the total of the 
items which he incurred at the 
various times of purchase. It 
would, of course, be ridiculous to 
require you to bring a separate 
suit for each particular item or 
sale and even more absurd to re- 
quire that the time limit for suit 
should be calculated separately 
from the date of each individual 
invoice. The rule is that where 
there is a continuous open ac- 
count, the time limit for bringing 
suit is to be calculated from the 
date of the last transaction. 
Ordinarily, this means that the 
business man may calculate his 
legal time for bringing suit from 
the date of the last item of charge 
or credit. 

This last mentioned rule of law, 
by the way, may prove very help- 
ful to a business man, where the 
legal time limit computed from 
the date of the last transaction 
has expired. If the customer can 
be induced to make even a small 
payment on account, or if he 
makes even a small purchase to 
be charged to his account, either 
is a sufficient transaction in the 
eyes of the law to bring the whole 
account back within legal reach 
to the extent that the legal time 
limit for bringing suit may be cal- 
culated anew from this payment 
or purchase on the account. 


Air Conditioning to Move Into Volume 


Specially Trained Crews to Conduct Several Sales Drives 


Air-conditioning equipment 
is expected to move into the volume 
field this year. Manufacturers will 
use specially trained crews in con- 
ducting sales drives in several lead- 
ing cities this month and next. 
There has already been quite a pe- 
riod of educational, publicity and 
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“missionary” work, to acquaint con- 
sumers with the advantages of air- 
conditioning, and producers count 
on duplicating the success most of 
them had in popularizing mechani- 
cal refrigerators, by following sim- 
ilar promotional tactics. This year 
most of the major companies have 


separated the air-conditioning from 
the refrigeration divisions and are 
making special advertising appro- 
priations for the air-conditioning 
branch. They are counting this 
year on an increase of at least 20 
to 30 per cent over 1934 sales 
volume figures. 
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set the Stage 


for Spring .. 


h | OW your windows will 
work for you every day, 
twenty-four hours a day. 

No frost or steam to blur the visi- 
bility. So many items to bring 
out and display. Color is partic- 
ularly effective from now on, and 
as the weather warms, cooler col- 
ors are in order. 

This issue’s garden and lawn 
supplies window is a simply and 
quickly constructed display and 
you can use color to good effect 
too. It is surprising how color 
will put effective snap into a win- 
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dow. The same merchandise will 
appear more appealing under the 
proper color combination than it 
will with the wrong one. In this 
case we have, as our subject, mer- 
chandise that suggests the fresh 
and bright outdoors; green grass 
and sunshine. So let us choose a 
combination of yellow and green. 
These are related colors and blend 
well together. If you can obtain 
some artificial apple or cherry 
blossoms they will add a pleasing 
color note if placed in the back of 
the circle where the signs read: 











This is the arrangement of Hard- 
ware Age interchangeable fixtures 
used above. 


“It’s time to get your garden and 
lawn supplies.” Red is a contrast- 
ing and harmonious color to go 
with green and the apple blossom 
pink is a shade of red. Since we 
are not using full, strong green 
and yellow, but lighter tones, we 
use the lighter tone of red, which 
is the cherry pink. The step units 
of the Harpware AGE interchange- 
able fixtures may be covered with 
medium yellow crepe paper or 
other material of that color. The 
treads of the steps could well be 
covered in green. The sign would 
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This is the arrangement of Hard- 
ware Age interchangeable fixtures 
used above. 
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WE CAN SUPPLY YOU 

WITH SCREENWIRE ~HINGES 

CLOSERS, LOCKS, ETC. 
ALSO 


LAWN FENCE 
ANDO 
ING MA 


look well with yellow lettering on 
a myrtle green background. The 
items displayed will thus be 
placed in contrast of color. 

On the screen window, which 
also presents lawn fence, we have 
a color combination that will be 


5S KL MAN 























4 
VV 


























uf | 


a 











ih 


Om ~~ DAB Wp 






































APRIL 11, 1935 





dictated by the merchandise. If 
the screens are painted green the 
same combination described above 
will work well, but if your screen 
cloth is copper, you may use a 
light blue to go with it. Copper 
might be considered, for our pur- 
poses, as a shade of brown, and 
since it is lighter than full-toned 
brown we can use a light blue 
with it. In which case, the dark 
area behind the giant fly could be 
a darker blue. If the screen cloth 
is galvanized and unpainted, black 
or darker blue will serve as a 
contrast. 

The easy drafting chart at the 
foot of this page will make the 
portrait of Mr. Fly easy to accom- 
plish. If you have a flasher out- 
fit it would be smart to arrange 
a couple of blinking lights behind 
holes cut in the eyes of the fly. 
This will give you a motion dis- 
play that will work for you day 
and night. 


65 




















Steel Basing Point Plan is Price Fixing, 
Federal Trade Commission Holds 


























Commission cites uniformity on Navy Bids and arraigns 
costly cross hauling practices. NIRB Report agrees in 
part but opposes complete disruption of this price build- 
ing plan at this time. 


(A Review by a prominent hardware wholesaler) 


HERE is widespread inter- 

est among members and 

customers of the steel in- 
dustry in the recent discussions 
over the “basing point” system 
used in the pricing of steel prod- 
ucts. The immediate occasion for 
the reviving of this debate was the 
release, on March 15, of reports 
to the President on studies ordered 
by him last year from the Federal 
Trade Commission and from the 
National Industrial Recovery 
Board. These bodies were in- 
structed to investigate the work- 
ings of the steel code, and partic- 
ularly the effect of the industry’s 
“basing point” practice in either 
permitting or encouraging price- 
fixing, and in thereby affecting 
the cost of steel products to the 
consumer. The system itself is 
more than ten years old, having 
been developed after the court de- 
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cision invalidating the “Pittsburgh 
plus” system in 1924. It was not, 
therefore, a resylt of the steel 
code, though undeniably, the code 
has strengthened and extended its 
effects. 


Prices Named at Specific 
Points 


The multiple basing point system 
in current use is a plan whereby 
prices are named for steel products 
at specific points, not necessarily 
mills, and billed to include freight 
from those points to destinations 
where the products are taken and 
used by purchasers. Naturally, such 
a system of price-building involves 
discrimination in accepting different 
net yields at the mills on sales to 
different localities. 

Among the steel code products 
affected, those of most common in- 
terest to the hardware trade, are the 


so-called merchant products—nails, 
wire and staples, sheets and steel 
pipe. There are other forms of steel, 
notably bars and plates, which un- 
derlie the production and factory 
cost of hundreds of lines sold in the 
hardware stores. Hardware men are 
probably most familiar with the 
workings of the “basing point” sys- 
tem as exemplified in wire nails, on 
which prices are built up from bases 
at Pittsburgh, Cleveland, Chicago, 
Anderson, Birmingham, Duluth and 
the leading Gulf and Pacific Coast 
ports. 

The base prices at all these va- 
rious “starting points” differ only 
slightly, but with notable irregular- 
ity in that Birmingham prices are 
above Chicago or Pittsburgh— 
though with costs understood to be 
less—and that Gulf and Pacific 
Coast base prices are relatively very 
low—tempered by the vulnerability 
of these points to foreign competi- 
tion. 

Mills are required to file their 
base prices with the American Iron 
and Steel Institute, at New York— 
the code authority—to govern for 
(usually) quarterly periods, except 
that any mill may reduce its prices 
at any time, after ten days’ previous 
filing of intention with the Institute. 
All sellers, whether mills or job- 
bers, are required under the steel 
code to use the same delivered pric- 
ing at any given destination on any 
given item of steel products, to 
either a retailer or a consumer, re- 
gardless of the length of haul, or 
the actual cost of the transporta- 
tion. There is, however, no restric- 
tion as to prices a retailer shall 
make to his customers, so long as 
he does not sell below “cost.” 

The report of the Federal Trade 
Commission reaches the emphatic 
conclusion “that this system not 
only permits and encourages price- 
fixing, but that it is price-fixing.” 
The Commission cites the perfect 
uniformity of prices from diverse 
members of the industry on certain 
complicated Navy specifications as 
evidence of collusive price-regula- 
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tion. It criticizes, too, the readi- 
ness with which the industry has 
added new extras and increased old 
extras for variations in quantity, 
quality, shape and size of steel, to 
obtain the benefit of price increases 
without changing filed base prices. 
These extras have borne heavily 
upon the small users and fabricators 
of steel, threatening, it is said, their 
very business existence in competi- 
tion with larger firms able by their 
volume to avoid the payment of 
serious extras. 

The Commission points out that 
jobbers or wholesale distributors of 
steel ure required to contract to sell 
at the same delivered prices as es- 
tablished for and by steel producers 
selling to the same trade. No job- 
bing distributor is granted the status 
or the price differential of a jobber 
unless he signs the resale price 
maintenance agreement, and accepts 
the penalty of an excessive fine of 
$10 per ton in case he may, after 
signing, violate this agreement either 
by accident or by intent. 

The Commission arraigns the 
wasteful “cross-hauling” fostered by 
the basing point system, and cites, 
for example, that a large fabricator 
of steel products at Pittsburgh, dur- 
ing the first six months of 1934, re- 
ceived 31 per cent of its rolled steel 
from Buffalo producers, who were 
able to realize $6.70 per ton less 
for themselves on these shipments 
to Pittsburgh, than on their sales 
to home customers at the Buffalo 
prices. At the same time, fabricators 
at Buffalo were receiving large quan- 
tities of steel from Pittsburgh pro- 
ducers, a wasteful exchange because 
real price competition had been 
eliminated. 


Artificial Figuring of 
Freight Differentials 


The F.T.C. report also emphasizes 
that steel mills are continually sell- 
ing to different customers identical 
items at vastly different mill prices, 
by reason of the varied freight al- 
lowances needed to equalize deliv- 
ered prices at scattered destinations. 
It criticizes, too, the artificial figur- 
ing of freight differentials above 
basing points on the all-rail rate 
only, disregarding possible savings 
to the purchaser by the use of water, 
truck or self-haul transportation. 

Despite considerable recent in- 
creases in the number of basing 
points, usually due to pressure from 
large consumers in certain areas, 
such as the automobile industry in 
Detroit, other important non-basing 
localities are handicapped. For ex- 
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ample, Toledo fabricators are com- 
pelled to pay several dollars more 
per ton for steel from Pittsburgh 
or Cleveland, than is paid by fab- 
ricators at Detroit or Lansing for 
the same steel hauled through 
Toledo. 

In general, the Federal Trade 
Commission definitely recommends 
that the basing point system be de- 
nied the sanction of the steel code, 
and that price-fixing and the regu- 
lation of production and new ca- 
pacity be also abandoned in the 
preparing of an amended code. 


The “Crosshaul”’ 


The second report, that of the 
National Industrial Recovery Board, 
comments more moderately upon 
some of the same points criticized 
by the Trade Commission, and de- 
cries chiefly the expensive “cross- 
haul” practice already commented 
upon. The Board, however, notes 
the difficulty, and the probable dan- 
ger to business, of a complete dis- 
ruption at this time of the price- 
building practice now current under 
the steel code, and for that reason 
does not recommend a return to the 
f.o.b. mill system of pricing. In- 
stead, it recommends changing the 
existing multiple basing point sys- 
tem into a “group mill base” sys- 
tem, for the sale of all products ex- 
cept pig iron, wrought iron and 
rails. 

These group mill bases would be 
established within 50 miles of each 
town at any time containing a to- 
tal capacity for producing 20,000 
tons per year or more of iron and 
steel in primary or semi-finished 
forms. This plan would necessitate 
the establishment of 19 or more new 
group bases, and the expansion of 
ten present basing points to include 
additional products. This method 
would leave only about 134 per cent 
of steel mill capacity more distant 
than 50 miles from a group base. 
The freight cost to steel buyers 
would then be approximately actual 
freight. 

Under the Board’s recommenda- 
tion, it is proposed that any revised 
steel code carry a provision limiting 
to 25 cents per 100 lbs., the freight 
absorption any mill would be al- 
lowed to make, in competing in the 
territory of distant mills. 

Of course, the whole future of the 
steel code is dependent upon the 
future of NRA, which is now in 
the balance. Two years of experi- 
ment have shown that NRA took 
in more territory than it could pos- 
sibly govern. Tacit admission of 


this truth is seen in the suggestion 
of Mr. Richberg for elimination of 
service codes from the Act, and of 
further limiting its activities to the 
leading “natural resource” industries 
which are largely involved in in- 
terstate commerce. On the other 
hand, it is widely conceded that the 
basic principles of the Recovery Act 
are sound, relating to minimum 
wage standards, maximum hours, 
and fundamental fair trade prac- 
tices. These provisions should be 
continued, but it is commonly felt 
that modification or complete aban- 
donment of price control in the 
codes, is on the way. 

Timed with the NRA - Federal 
Trade Commission reports on the 
basing point system in the iron and 
steel industry, Senator Bankhead 
and Representative Huddleston of 
Alabama introduced identical bills 
in the Senate and House of Repre- 
sentatives to compel quotation of 
prices f.o.b. production points, in all 
industries, unless the buyer requests 
that the price be fixed on the basis 
of delivery at a particular destina- 
tion. These bills are not only meant 
to compel an f.o.b. mill pricing sys- 
tem in the iron and steel industry, 
but to strike at chain stores as well. 
They provide for eliminating quan- 
tity discounts or price differentials 
between large and small buyers of 
steel and other products, though 
recognizing a functional differential 
for wholesalers. It is stated that 
these bills will find considerable 
support in both houses of Congress. 

While the “basing point” report 
of the National Recovery Adminis- 
tration is regarded as much more 
conservative than that of the Fed- 
eral Trade Commission, adoption of 
the recommendations of either body 
at this time might result in far- 
reaching dislocations in steel prices, 
volume and employment. Pending 
the settlement of this issue, as well 
as the fate of the steel code, close 
buying will be the rule and forward 
ordering will be light. 








Folder On Dalweld 
Cable Connectors 


The Dallett Co. has issued a folder 
on Dalweld Detachable Cable Connec- 
tors illustrating and describing the 
features of these connectors whfch 
are offered for shop and field work, 
wherever welding operations are 
needed. The circular also shows the 
Duro Electrode Holder and lists other 
Dallett products, including chipping 
and scaling hammers, pneumatic 
chisels, asphalt chisels, etc. The Dal- 
lett Co., 165-189 W. Clearfield St., 
Philadelphia, Pa. 
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Madigan Brothers, Chicago, Ill. 


Oilcloth Shop Helps 


ADIGAN BROTHERS, 
M Chicago, display and 
stock oilcloth in the 
compact and very effective Oil- 
cloth Shop illustrated. Many 
real advantages of the shop to 
both customers and salespeople 
are cited by W. D. Monk of the 
firm. Customers are enabled to 
see the samples at their best; easy 
comparisons are possible, and a 
quick choice can be made. It also 
save times and effort for salespeo- 
pl, while making it convenient 
for the store to display and stock 
a large selection of oilcloths. 
The shop, measuring 12 ft. wide 
and 5 ft. deep, provides for 
showing and stocking 50 different 
patterns of oilcloth. Back of the 
shop sign a trough eight ft. long 
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provides for indirect lighting. 
Eight electric lamps in this trough 
properly illuminate the samples. 

Samples are in five coves on the 
front of the shop. The coves, 
which are 79 in. high by 20 in. 
wide by 4 in. deep, are separated 
by 4-in. square columns, spaced 
20 in. apart. Four of these coves 
contain the 48-in. oilcloth sam- 
ples. Pieces of samples 20 in. by 
11 in. are folded end to end, then 
tacked on the display well of the 
cove, starting at the bottom, and 
with each sample overlapping. 
This method shows no ripped or 
frayed edges, but does give the 
sample an attractive appearance. 
In the fifth cove, narrow lengths 
of shelf oilcloth are displayed in 
a similar overlapping manner. 








Both 
Customers and Salespeople 


Shelf oilcloth stock is first 
rolled on boards then placed on 
wooden shelves in the rear. These 
shelves are numbered to corre- 
spond with the display samples in 
front. 

The 48-in. oilcloth, in rolls, is 
kept in stock standing on end. To 
prevent the rolls from falling 
over, wood semi-circles, 22 in. in 
diameter have been placed about 
40 in. from the floor. Each such 
semi-circle has 5-in. circular 
notches around the inside of its 
circumference, and every roll rests 
against one of these notches. On 
the edge of each notch a small 
paper tag bears a number corre- 
sponding with that of its sample 
in the display. 
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Just AMONG OURSELVES 


Fair Trade Laws— 


For sometime, California has 
had a fair trade law, practically a 
State Capper-Kelly law permitting 
controlled resale prices. Last 
month New Jersey passed a similar 
law. As we go to press Maryland 
is considering legislation which 
closely parallels the laws of the 
other two states mentioned. Under 
the New Jersey law, a manufac- 
turer or wholesaler wishing to in- 
voke resale control must be incor- 
porated in New Jersey which is 
not difficult. Many firms doing 
business in several states have 
subsidiary corporations for tax 
reasons. Twelve other eastern 
states, are discussing similar laws 
and Connecticut and Massachu- 
setts are reported as making favor- 
able progress. To fill the gap 
which NRA failed to accomplish 
for the independent retailer such 
state laws may serve very efficient- 
ly. It is obvious that the revised 
NRA will have a minimum of 
price protection, except through 
the intervention of the President 
who may invoke the licensing 
clause of the original NIRA—that 
is assuming the President’s recom- 
mendations, as sponsored by Sena- 
tor Harrison last week are finally 
accepted by Congress. The text 
of the New Jersey law is published 
elsewhere in this issue, in the news 
section. During the next 30 days 
HarpwarE AGE will investigate 
the operation of these fair trade 
laws and publish the findings as 
soon as available, believing that 
the further development of such 
laws may prove the real and long 
sought governmental aid which 
the retail hardware trade has 
sought. A proper Federal, price 
maintenance law, judging from 
the experiences of the perennial 
Capper-Kelly law efforts, is not 
practical and NRA has failed 


completely to level prices despite 
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By. CHARLES J. HEALE 
Editor, Hardware Age 


the fond hope of retailers that this 
would happen. Given the ma- 
chinery for enforcing fair resale 
prices in a majority of states, 
there would no longer be any 
honest excuse for manufacturers 
and distributors failing to do so. 
(Since the above was written, 
similar laws have been passed in 
Washington and Oregon—Ed.) 


Photograph Rackets— 


Several readers complain of a 
racket being worked by portrait 
photographers who claim to repre- 
sent HARDWARE AGE, and to be 
making pictures at the request of 
and for the use and files of this 
publication. Unless provided with 
a letter, addressed personally to 
you and signed by a member of 
this publication’s staff known to 
you, photographers making such 
claims are imposters. Whenever 
this publication desires or requires 
a photograph of any hardware 
man he will receive a personal 
letter to supplement a letter of 
credentials furnished the photog- 
rapher. Both letters will be spe- 
cifically addressed to the hard- 
ware man whose picture is 
requested and without any obliga- 
tion to purchase any of the pic- 
tures taken. The racket is worked 
this way: 1— The photographer 
previously unknown to you ap- 
proaches you for a portrait sitting, 
which he says is for HARDWARE 
Acre. 2—The picture is taken and 
proofs are brought to you for 
selection of your official picture 
for our files. 3—You are high 
pressured, or worse, to buy at a 
high price six, a dozen or more 
of the pictures, or asked to pay 
a fee for the job. DON’T DO IT. 
If we need your picture there will 
be no mistaking our specific cre- 
dentials. If you do want some pic- 
tures taken for your own use, go 
to some reputable local photog- 


rapher, whose entire business op- 
erations are above board and 
whose rates and services are spe- 
cifically quoted for your own 
particular needs. At the present 
time no photographic organiza- 
tion is authorized to take portrait 
pictures for us. Each picture will 
be handled as an individual mat- 
ter with credentials addressed to 
the man whose picture is desired. 
Please remember this and don’t 
fall for this racket. When you are 
approached by such claims, not 
substantiated by credentials, try to 
get a business card to send on to 
us at New York and we will en- 
deavor to stop this preying on our 
hardware friends. 


Left-Handed Kitchen 
Utensils— 


In the blushing memory of 
many a man is the incident, in his 
early business days, when the 
more veteran fellow employees 
sent him for the “left handed 
monkey wrench.” But there are 
many left-handed, and_ right- 
handed hardware items and one of 
our readers thinks there should be 
more of them particularly in the 
kitchen equipment department. 
She is Mrs. Wm. H. Nolan, wife 
of a Westfield, N. J., hardware 
man and she has a splendid idea. 
Mrs. Nolan writes: 


“Being an interested reader of 
the Harpware Ace, which my 
husband brings home from time 
to time, I usually look at the 
kitchen time-savers and have 
wondered why the manufacturers 
of the ever handy, almost indis- 
pensable vegetable scraper and 
cutter have never made same for 
left-handed females. There are 
thousands of these cutters sold 
yearly, I am sure, but are abso- 
lutely useless to a left-handed 
person, and they are numerous, 
too—I hope you understand the 
article I mean; it is probably 
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tin with wooden handle, has a 
knife blade in slit of the tin and 
a sawlike edge; it sells for 10c. 
It was brought to my notice when 
I tried to induce my daughter to 
use one, but she said, ‘I can’t be- 
cause it is only for right-handed 
people,’ and she is left handed. 
To use one and see how rapidly 
a carrot, apple or potato can be 
peeled or sliced by a R.H. dem- 
onstrator, how welcome they 
would be to a left-hander. 

“This may be an idea worth 
considering, for I am sure the 
sales would mount, and_ the 
thanks for the cutter would be 
beyond estimate by the left- 
handers.” 


A Reader Writes— 


One of our good friends and 
subscribers presents an interesting 
problem which any other retailer 
might face. He writes: “One of 
our customers has threatened to 
sue us for $300. At our branch 
store, after phoning me, our 
branch took payment for six bar- 
rels, distinctly telling the cus- 
tomer, as per my instruction, that 
he would either have to truck 
them himself or arrange with some 
truckmen. The sale was made with 
the verbal arrangement that the 
customer would call for them the 
next day. 

“Our branch manager’s wife, 
who calls for him at closing time, 
made out the receipt marking on 
the receipt a memo intended for 
me, ‘delivery tomorrow,’ meaning 
for me to arrange to have the bar- 
rels at our branch store, also in- 
tending to write this memo on our 
copy of the receipt but through 
error leaving in the carbon. 

“Next morning I phoned our 
source of supply ordering the bar- 
rels and then phoned our customer 
that the barrels would be at our 
branch in the afternoon. Our cus- 
tomer was out so I left a message. 
He phoned that the barrels must 
be delivered as per his arrange- 
ment. 

“We could get nowhere with 
Mr. M. so three days later we 
made delivery which was refused 
‘too late.” We now have a letter 
threatening suit for $300 for loss 
of wine due to lack of barrels in 
time. Kindly let us have the 
benefit of your advice for which 
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we can assure you of our thanks 
and appreciation.” 

We advised a lawyer and in the 
meantime put the problem up to 
Elton J. Buckley, attorney and 
frequent editorial contributor to 
HarpwarE AGE on legal subjects. 


A Lawyer Answers— 


It is apparent that this cus- 
tomer is deliberately trying to 
make a damage suit out of small 
inconvenience, perhaps believing 
that the dealer will become scared 
and make a settlement or give the 
barrels away without cost. Mr. 
Buckley, with his wide experience 
has the following to say: “As I 
understand the case, the 6 barrels 
were sold f.o.b. the seller’s branch 
store. The verbal arrangement 
was that the customer would pick 
them up there. The receipt given 
the customer contained the words 
‘delivery tomorrow’ and the cus- 
tomer construes this to mean de- 
livery by the seller. That un- 
doubtedly is what it did mean, 
but not necessarily delivery at the 
buyer’s place. It might just as 
logically mean delivery to the 
buyer when he called for it at 
the seller’s place. 

“My judgment is that in this 
contention, the buyer has nothing 
to stand on at all, and if the 
barrels were at the seller’s place 
at the time set for delivery, it was 
the buyer’s part of the contract to 
call for them, and if he did not 
do so, his damage is on his own 
head. As a matter of fact, even if 
there is nothing in this argument, 
I do not think that the customer’s 
damage would include loss of 
wine. In breach of contract, 
damages are given only for such 
happenings as both parties would 
have naturally had in mind as the 
probable consequence in case of 
breach. The seller here would not 
have had in mind any idea of 
whatever that failure to deliver 
would cause loss of wine to the 
buyer. 

“Your inquirer therefore has 
two strings to his bow. First, 
there was no breach of contract 
by him. Second, even if there 
was, it would not involve any such 
damage as it now being claimed.” 


Hardware Age Contest— 


The Harpware AcE homework- 
shop window display contest 
closed on April 1. All photos 
bearing a postmark of that date 
will be considered in deciding the 
winners. The number of window 
photos submitted and the quality 
of the displays are very gratify- 
ing. Likewise they make the work 
of the judges more difficult. To 
assure, a thorough and equitable 
study of the competing displays, 
there will be some delay in an- 
nouncing the winners. It was 
planned to do so in this issue but 
the large number of entries make 
this impossible. Therefore, the 
winners and the major prize 
photos will be presented in the 
April 25, 1935, issue of HARDWARE 
AcE, which will also contain a 
complete report on the Miami con- 
vention being held this week. 


In This Issue— 


Flecks hardware store is com- 
pletely modernized and easily the 
show place of Jenkintown, Pa. 
Davis brings a tremendous crowd 
of people to Binghamton, N. Y., 
to see the Davis Agriculture In- 
stitute in full swing. Madrigan 
has a plan for a compact and 
easily displayed oil cloth de- 
partment. Dumbell tells about 
builders hardware contract selling 
policies. Potted flowers made 
profitable sales for Turner’s in 
Glenside, Pa. Another story 
tells about the selling oppor- 
tunities provided by the thousands 
of tourists’ homes and _ tourists’ 
camps. Add to these the regular 
features and you have in compact 
form a real selling instrument, a 
text book built on the experiences 
of other dealers who are making 
money by selling goods and by 
getting more people to come into 
their stores and to think of their 
stores when in the market for 
hardware and related lines. These 
are fundamentals of retailing and 
worthy of every reader’s atten- 
tion and study. Sales are made 
to people and profits come only 
from sales. These dealers are 
getting store traffic, adding new 
lines and doing things to make 
their services known and desired, 
all of which means sales for hard- 
ware stores. 
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If Somebody Gives You 
a Bad Check 


By ELTON J. BUCKLEY 


Attorney-at-law 


VERY business man at one 
K time or another has a bad 
check given to him. I am 
sure of course that no reader of 
these articles ever gives one. In 


either case, however, the follow- 
ing letter will be interesting :— 


We have a customer who buys con- 
siderable stuff, but is always slow about 
paying his bills. During the last six 
months he has been specially slow, and 
finally we put screws on and informed 
him that if he did not give us a good- 
sized check by a certain date we would 
begin suit against him. He then sent 
us a check for several hundred dollars, 
amounting to about half the account. 
We deposited the check, but it came 
back on account of “n. s.,” and since 
that time we have not been able to get 
anywhere with him. He has repeatedly 
promised to make the check good, but 
has never done so. It occurred to one 
of our firm that we might have a hold 
on him criminally for giving a false 
check. Please advise. 


N. R. Co. 

I would never advise the issuance 
of a warrant against a debtor who 
under the above circumstances 
gives a check that goes bad. In 
making this statement I have not 
forgotten that most States now 
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have bad check laws. These laws 
differ in some respects, but a fair 
type of them, generally speaking, 
provides that a person who gives a 
check which, when presented to the 
bank on which it is drawn, is not 
paid because of insufficient funds, 
or because the maker has no ac- 
count there, shall be guilty of a 
misdemeanor if he intended to de- 
fraud, and if he does not make it 
good within ten days, it will be as- 
sumed that he did intend to de- 
fraud. 

Under these laws many criminal 
cases have been brought against 
persons who gave bad checks, but 
a lot of them failed, and the 
maker of the check went free, be- 
cause it did not appear that he 
got anything by giving the bad 
check. There have been so many 
of these decisions under the vari- 
ous acts, that the foliowing prin- 
ciple can be considered estab- 
lished, viz.: that the maker of a 
check which is returned “n. s.” can 
be held criminally only when he 
derived some advantage from giv- 
ing it and his victim derived a 
corresponding disadvantage. 


I mean this: A goes into a re- 
tail store, buys a coat and gives a 
check in payment. He takes the 
coat away with him. The check is 
returned “n. s.” In that case the 
defrauded payee can arrest the 
maker of the check anywhere in 
the United States. 

Or take another case: Somebody 
comes to you to cash a check. You 
comply and that check comes back 
“n. s.” If it was the check of the 
man cashing it you can arrest him 
and he can have no defense. 
Sometimes this complication 
arises: the check will be made, 
let me say, by A to B’s order and 
given to B. B endorses it and 
asks you to cash it. In that case 
if it goes bad, you cannot arrest 
B, because he was an innocent 
party. You can, however, sue him 
civilly for the amount of the 
check. And you can arrest A, the 
fraudulent maker, if he passed the 
check to B for goods or money. 

But in such cases as this corre- 
spondent cites the maker of the 
checks got nothing by it, nor did 
the payee lose anything. When 
the check Went wrong the debtor 
still owed the full amount of the 
debt, and the creditor still had a 
claim for the full amount. There- 
fore almost any court, I believe, 
would hold that the maker was 
not criminally liable. 

As a matter of fact, suits for 
malicious prosecution have arisen 
out of cases where a creditor ar- 
rested a debtor whose check had 
come back, but where the check 
had not been given for goods or 
money, but merely as the above 
correspondent’s debtor gave it, on 
account of a past obligation. It is 
a dangerous possibility. If this 
correspondent arrested his debtor 
under the conditions outlined, he, 
the defendant, would almost cer- 
tainly be acquitted and would have 
a fine case for damages for false 
arrest or malicious prosecution. 
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Masback “Red Diamond”’ Advertisements 
To Appear Weekly in Community Papers 


The Masback Hardware Co., 
hardware wholesalers, 80 War- 
ren St., New York City, has ex- 
tended its newspaper advertising 
in connection with its “Red Dia- 
mond Stores” merchandising and 
advertising plan. In the revised 
advertising campaign double col- 
umn space four inches deep will 
be used each Friday in a large 
number of community papers 
having extensive distribution in 
the principal shopping sections 
of the firm’s territory. Provision 
has also been made for listing 
in the advertisements at a nom- 
inal cost per dealer the names 
and addresses of “Red Diamond 
Stores” located in the area cov- 
ered by each paper. 

The ads will feature popular 
hardware items, bearing the 
“Red Diamond” brand at prices 
intended to attract consumers. 
Although each item will be il- 
lustrated, priced and briefly de- 
scribed in the ads, most of the 
emphasis in the copy is written 
with the object of sending the 
consumer to the independent 
hardware dealer. It is believed 
that the use of copy of this char- 
acter will familiarize consumers 
with the “Red Diamond Stores” 
in their neighborhoods, and that 
the prestige of the brand will 
also be enhanced. 

The first ad in the new series 
appeared Friday, March 29, in 
the following papers: New Jer- 
sEY—Asbury Park News; New- 
ark News; Elizabeth Journal, 


Hackensack Record; Hoboken- 
Jersey Observer; Jersey City 
Journal; Passaic Herald-News, 
and Paterson News. STATEN 
Istanp—Staten Island Advance. 
Lone Istanp—Jamaica Long Isl- 
and Press; Nassau Review; Long 
Island City Star, and Flushing 
North Shore Journal. Bronx 
and Manuatran—Home News. 
WESTCHESTER — A combination 
of the following nine papers: 
Mamaroneck; Mt. Vernon; New 
Rochelle; Ossining; Peekskill; 
Port Chester; Tarrytown; White 
Plains and Yonkers. The total 
circulation of the papers being 
used at the start of the campaign 
is approximately 700,000. 

As the campaign gains mo- 
mentum it is planned to add 
additional papers. In fact, the 
company states that it will ad- 
vertise in any locality having a 
paper where a sufficient number 
of dealers desire to have the ads 
carried in their local paper. Un- 
der the plan the only expense to 
be borne by dealers is a small 
charge if they desire to have 
their store listed in the adver- 
tisements. 

The Spring circular the firm 
has prepared for dealer distri- 
bution in connection with its 
Red Diamond Stores Plan fea- 
tures forty-one seasonable arti- 
cles at attractive prices and is 
printed in two colors. It is con- 
sidered probable that a half mil- 
lion circulars will be required to 
satisfy the demand. 





N. Y. HOBBY EXHIBIT 
TO OPEN ON MAY 1 


A ten-day exposition which 
will show the nation at play 
will open May 1 at Commerce 
Hall, Port Authority Commerce 
Bldg., 15th St. and 8th Ave., New 
York City. Known as the Hobby 
Round-Up it will be an attempt 
to revive the theme of olden 
times that “May Day Is Play 
Day,” according to James S. 
Stanley, president, Leisure 
League of America, Inc., the 
sponsoring organization. 

A survey recently made by the 
exposition management of Hob- 
by Round-Up, Roberts Everett 
Associates, 232 Madison Ave., 
New York City, indicates that 
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more than $4,000,000 is being 
spent on leisure by Americans. 
The exhibition will run for ten 
days and will cover fifteen classi- 
fications of leisure pursuits, in- 
cluding: athletics, sports and 
physical culture; gardening; and 
mechanical handicrafts. 


REPUBLIC STEEL MOVES 
SEATTLE SALES OFFICE 


On April 1 the Seattle, Wash., 
district sales office of Republic 
Steel Corp., Youngstown, Ohio, 
was moved to the White-Henry- 
Stuart Bldg. C. D. Winter con- 
tinues in charge of the office as 
district sales manager, assisted 
by the same staff to which was 
recently added Archie Rider. 











FRANK J. TONE 


FRANK J. TONE WINS 
ELECTROCHEMICAL ~ 
AWARD 


Frank J. Tone, president, The 
Carborundum Co., Niagara Falls, 
N. Y., was recently awarded the 
Edward Goodrich Acheson Med- 
al by The Electrochemical So- 
ciety. This is the second distin- 
guished medal to come to Mr. 
Tone in recent years, as he was 
the first recipient of the Jacob 
F. Schoelkopf Medal presented 
by the Western New York Sec- 
tion of The American Chemical 
Society. The Edward Goodrich 
Acheson medal was founded in 
August, 1928, by the late Dr. 
Acheson, inventor of “Carborun- 
dum” and long recognized as an 
outstanding figure in electro- 
chemistry. The award is made 
every two years to “the person 
who shall have made a distin- 
guished contribution to the ad- 
vancement of any of the objects, 
purposes or activities of The So- 
ciety and is the highest honor 
which can be paid by The Elec- 
trochemical Society. 

Mr. Tone has had one hundred 
and forty-five patents granted to 
him over a period of thirty-three 
years and a number of others are 
still pending in the United States 
and foreign patent offices. 

Formal presentation of the 
award will be made at the fall 
meeting of the Society. 





COPPER RESEARCH ASSN. 
MOVES ITS OFFICES 


The Copper & Brass Research 
Association has moved its offices 
from 25 Broadway to 420 Lex- 
ington Ave., New York City. 





REMINGTON SPONSORS 
WINDOW CONTEST 


The Remington Arms Co., Inc., 
Bridgeport, Conn., has  an- 
nounced a window display con- 
test with prizes totaling $1000. 
The dealer must base his window 
on the new Remington spring 
window display, which is avail- 
able free of charge, and must 
have a representative showing of 
some or all Remington products 
—the selection to be based upon 
his own selection. The Reming- 
ton lines include: shotguns, rifles, 
ammunition, cutlery, Parker 
shotguns, Chamberlin traps and 
Blue Rock targets. 

There are no fees in connec- 
tion with the contest and each 
tying contestant will receive full 


amount of award. As many dif- —__ 
ferent windows may be submit- § 


ted as the dealer desires. Win- 
dows submitted .must be dis- 
played in the store for at least 
one week. Photographs will be 
considered on merit of display. 
Each picture submitted should 
have on the back the name of 
the window trimmer, the name 
of the store and its address. The 
contest will close midnight June 
30, 1935. 

Awards will be based upon 
the selections of the judges: 
Charles J. Heale, editor, Hanp- 
ware Ace; Ames Castle, editor, 
Sporting Goods Journal, and 
Ray Holland, editor, Field and 
Stream. The originality and at- 
tention value of each display will 
be considered. 

The first award will be $150, 
the second prize is $75, and the 
third and fourth awards are $50 
each. The next ten winning dis- 
plays will receive $25 each, the 
following twenty will be awarded 
$10 each and the next forty-five 
will each be given $5. 


BARB WIRE FIRM HAS 
ST, LOUIS WAREHOUSE 


The Northwestern Barb Wire 








Co., Sterling, Ill., now maintains | 


an office and warehouse in St. | 


Louis, Mo., with C. R. Hutten | 


and J. R. Hill in charge of oper- 
ations and sales. Office and 


warehouse are located at 1412 ~ 


N. Broadway, St. Louis. 


poultry fence, poultry netting, 
hardware cloth, gates, ornamen- 
tal fence and steel posts are cal 
ried in adequate quantities al 
the new warehouse. 
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ST. LOUIS PAINT-UP CAMPAIGN SEEKS 
$2,000,000 PROPERTY IMPROVEMENT 


April 22 to May 4 has been® 


designated for the fourth annual 
Clean-up, Paint-up Campaign to 
be conducted in St. Louis under 
the sponsorship of the St. Louis 
Chamber of Commerce through 
a committee headed by Arthur 
A. Blumeyer, president, of the 
Industrial Bank & Loan Co. 

Property improvements to cost 
in excess of $2,000,000 will be 
sought in the campaign, which 
last year resulted in the creation 
of 1,145,889 odd jobs, the devel- 
opment of more than $1,000,000 
worth of new business for local 
firms and the providing of tem- 
porary jobs for more than 5,000 
workers. 

Officials of the public, Catho- 
lic and Lutheran schools have 
promised that 125,000 school 
children will assist in conducting 
the campaign in the residential 
districts. The downtown district 
will be canvassed by members of 
the Young Men’s Division of the 
Chamber. 

The City Administration and 
Police Department will actively 
aid in the campaign. The Real 
Estate Exchange has appointed a 
special committee to enlist the 
support of its members in the 
drive, 


J. S. BLACK MANAGES 
CORBIN SCREW CORP. 


John S. Black was recently 
elected general manager of The 
Corbin Screw Corp., New Brit- 
ain, Conn., succeeding George P. 
Spear. Mr. Black was also 
elected to the board of directors 
and made a vice-president of the 
American Hardware Corp. Mr. 
Black started his business career 
with the General Electric Co., at 
Lynn, Mass., taking its training 
course, later going to the New 
Orleans office in the sales depart- 
ment, subsequently going into 
the sales agency business. In 
1915 he became general man- 
ager of the Eureka Co., which he 
had previously represented in the 
South. During the World War 
he served in the U. S. Army, be- 
ing discharged as a Lieutenant 
Colonel in 1920. 

He joined the sales depart- 
ment of the New Britain Ma- 
chine Co. in 1920, later going 
with Corbin Screw Corp. as gen- 
eral superintendent. 





APRIL 11, 1935 











J. W. McCOY NOW duPONT 
V.-PRES. AND DIRECTOR 


John W. McCoy, former gen- 
eral manager of the explosives 
department of E. I. duPont de 
Nemours & Co., Inc., Wilming- 
ton, Del., has been elected a 
member of the company’s board 
of directors, and has been made 
a vice-president and member of 
the executive committee. Edward 
B. Yancey succeeds him as gen- 
eral manager of the explosives de- 
partment. Mr. McCoy has been 
with the company since 1902, 
having joined it as a chemist in 





the Repauno plant of the high 
explosives department and served 
the company as general manager 
of the department since 1929. 

Mr. Yancey has been with the 
company twenty-seven years, hav- 
ing started as a chemist. In 1928 
he became assistant director of 
the manufacturing division, be- 
coming assistant general man- 
ager a year later. 


GEORGE C. ASHLEY HEADS 
HOUSING COMMITTEE UNIT 


George C. Ashley, Mineola, 
Long Island, N. Y., was recently 
named chairman of the hardware 
group of the Nassau Central 
Housing Committee. 





SPEAR RESIGNS AS 
CORBIN SCREW MANAGER 


George P. Spears, general 
manager, Corbin Screw Corp., 
New Britain, Conn., and vice 
president and director of The 
American Hardware Corp., New 
Britain, Conn., has resigned and 
intends to take a long rest. In 
1897 he went to the North & 
Judd Co. office in New Britain, 
remaining there for seven years 
and in 1905 joined Corbin Screw 
Corp. as office manager. In 1914 
he became assistant manager of 
the plant and in 1920 was named 
general manager of the company, 
succeeding Charles Glover at 
that time. 








Form American Institute of Fair Competition As 
Audit Bureau on Manufacturer’s Sales Policies 





Will Issue Numbered Identification Labels to Com- 
panies Selling Exclusively Through Wholesaler- 


Retailer Channels. 





From the office of H. M. Swain, 
vice-president and sales manager, 
The Irwin Auger Bit Co., Wil- 
mington, Ohio, accompanying 
his signed letter, comes an an- 
nouncement of the formation and 
incorporation of the American 
Institute of Fair Competition. 
This organization proposes to 
issue serially numbered permit 
labels, to be placed on goods 
manufactured by companies who 
market only through wholesaler- 
retailer channels to distinguish 
them from firms who also sell 
through chain and mail order 
stores. The Institute plans to 
act as an audit bureau on man- 
ufacturers’ policies prior to ex- 
tending the use of the copy- 
righted label reproduced here- 
with. 

Mr. Swain announces that his 
company, C. S. Norcross & Sons, 
Bushnell, [ll.; and Henry G. 
Thompson & Son, New Haven, 
Conn., have signed up and 
are charter members of the 
Institute. Officers of the newly 
incorporated organization are 
B. M. Hiatt, president, R. F. 
Ohmer, vice-president and treas- 
urer, and Rowan A. Greer, sec- 
retary. Mr. Hiatt is connected 
with Irwin and was at one time 
its sales manager. Mr. Ohmer 
is a banker and Mr. Greer an 





attorney, both of Dayton, Ohio, 


where headquarters will be 
maintained at 436 Mutual Home 
Bldg. 


From the announcement, writ- 
ten on an Irwin letterhead, we 
quote the following: “This move- 
ment, if supported by the inde- 
pendent retailers of the United 
States, will have a tendency to 
force manufacturers to choose, 
either the independent retailer 
or the catalog house and chain 
store and prevent manufacturers 
from using the unfair methods 
that some have used in the past. 

“The great majority of the 
jobbers in the United States 
have pledged their support to 
this plan of an identification la- 
bel. A great many of the state 
associations have pledged their 
support. The success of the 
plan will depend on the support 
given to the institute and if the 
independent retailers of the 


country will urge their suppliers 
to use this label, they will be 
making a constructive forward 
step in the elimination of the 
unfair competition, which has 
been destroying their business.” 

The formation of the Institute, 
follows the suggestion made by 
Mr. Swain to several state retail 
hardware conventions during 
their recent convention season. 
It was his original plan that the 
National Retail Hardware Asso- 
‘ciation sponsor such a _ permit 
label program, “and toward that 
end several state associations, 
affliated with the N.R.H.A., 
passed resolutions endorsing the 
idea and calling upon their Na- 
tional organization to follow this 
plan. Coincident with the an- 
nouncemert of the Institute’s 
formation, Mr. Swain advised 
Harpwake AGE by telephone that 
the National Retail Hardware 
Association, despite its sympathy 
for the program, would not pur- 
sue such an activity nor officially 
endorse the Institute, because 
either action might constitute an 
implied boycott. 
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CUTLERY ASSN. GROUP 
STUDIES COST DATA 


Recently a group of members 
of the American Cutlery Manu- 
facturers Association, met at the 
Hotel Pennsylvania, New York 
City to study some cost data on 
certain products and for the pur- 
pose of showing what costs exist 
on those products. The meeting 
was attended by members of a 
section of the association and 
was not a meeting of the entire 
organization. 

Officers and directors of the 
association were elected some 
time ago, at the annual meeting 
of the American Cutlery Manu- 
facturers Association. O. W. 
Edwards, Northampton Cutlery 
Co., Northampton, Mass., is pres- 
ident; C. W. Silcox, 


is vice-president, and C. L. Gai- 


Robeson | 
Rochester Corp., Rochester, N. Y., | 





roard, J. Wise & Sons Co., 29 | 


Littleton Ave., Newark, N. J., is 
auditor. Lewis D. Bement, ex- 
ecutive secretary-treasurer, 
headquarters at 278 Main St., 
Greenfield, Mass. 

Members of the board of di- 
rectors are: Messrs. Edwards; 
Gairoard; Silcox; J. A. Chres- 
tensen, Ontario Knife Co., Frank- 
linville, N. Y.; E. J. Van Bus- 
kirk, Landers, Frary & Clark, 


has | 


New Britain, Conn.; A. B. Kas- | 


tor, Camillus Cutlery Co., Ca- 
millus, N. Y.; T. E. Wharton, 
Remington Arms Co., Bridge- 
port, Conn.; M. Hammerschlag, 
W. H. Compton Shear Co., New- 
ark, N. J.; D. C. Wheeler, Acme 
Shear Co., Bridgeport, Conn.; 
H. C. Bates, C. J. Bates & Son, 
Chester, Conn; M. Schnefel, 
Schnefel Bros., Inc., Newark, 
N. J.; C. L. F. Wieber, Henkel- 
Clauss Co.; R. U. Clemence, 
Hyde Mfg Co., Southbridge, 
Mass.; C. K. Hullinger, Ridgely 
Trimmer Co., Springfield, Ohio; 
A. Wedekind, Advance Equip- 
ment Mfg. Co., Chicago, IIL; 
R. D. Brown, Union Cutlery Co., 
Inc.; D. J. Case, Kinfolks, Inc., 
Little Valley, N. Y., and J. J. 
Turner, J. R. Torrey Razor Co., 
Worcester, Mass. 





JERSEY GROUP HEARS 
LICENSE TAX REPORT 


A committee working with 
other retail dealers reported on 
the New Jersey State Retail Li- 
cense Tax Bill now in Trenton, 
reported at the March meeting 
of the Jersey Shore Retail Hard- 
ware Association held at the 
Homestead Tea Room, Asbury 
Park, N. J. The association’s 
committee is working with other 
groups to amend the proposed 
bill. Leonard R. Usher, Buchan- 
an & Smock Lumber Co., was 
reelected president. William 
Thompson, Wm. Thompson Co., 
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West End, N. J., was reelected 
vice-president, and Louis Brown, 
Townley & Co., Long Branch, 
N. J., was reelected treasurer. 
Charles Heyinger, manager, Ster- 
ner Lumber Co., Belmar, N. J., 
was reelected secretary. 

A committee was formed for 
the annual ladies night enter- 
tainment to be held in Sea 
Bright, N. J., in July. 





T. J. CAMPBELL ELECTED 
BERRY BROS. PRESIDENT 


T. J. Campbell has been 
elected president of Berry, Bros., 
Detroit, Mich., manufacturers of 





T. J. CAMPBELL 


paint, varnishes, lacquers and 
enamels, and is retaining the 
title of general manager as well. 


Four years ago he went to De- 
troit as vice president and gen- 
eral manager. Prior to joining 
the home office staff of Berry 
Bros. he was in the company’s 
field organization, first as a paint 
salesman in Brooklyn and New 
York, then as manager of the 
New York branch and finally as 
manager of the entire eastern 
sales territory, which extended 
from Maine to Florida. 


REAFFIRM FILE, RASP 
SIMPLIFIED PRACTICE 


The Division 
Practice, National Bureau of 
Standards, has announced that 
Simplified Practice Recommen- 
| dation R6, Files and Rasps, has 
|again been reaffirmed, without 
| change, by the standing commit- 
| tee of the industry. 

This recommendation, which 
establishes a simplified list of 
| sizes and types of files and rasps, 
| became effective Nov. 1, 1923, 
and was reaffirmed, without 
change, in 1924, 1925, 1927, 1928 
and 1930. 
| Printed copies of this recom- 
|mendation are no longer avail- 
| able from the Superintendent of 
| Documents, Government Printing 
| Office. Pending reprinting, copies 
of the recommendation in sheet 
|form may be obtained without 
charge from the Division of Sim- 
plified Practice, National Bureau 
of Standards, Washington, D. C. 











DEALERS ENROLL 165,000 CHILDREN 
IN THREE-IN-ONE SAFETY LEAGUE 


Preparing the Three-In-One 
Safety League for greater efh- 
ciency and wider-spread mem- 
bership during the summer 
months when children give their 
days over to play and are con- 
sequently in need of greater 
safety measures to protect them, 
Miss Gladys Liggett, vice-presi- 
dent of the Three-In-One Oil 
Company, which is sponsoring 
this movement, has announced an 
extensive membership drive 
from now until the first of June. 

This drive will be carried on 
through 45,000 hardware and 
sporting goods dealers in all sec- 
tions of the country who have 
established recruiting stations 
for boys and girls between the 
ages of 6 and 16 years. A goal 
of at least 50,000 new members 
per month has been set for the 
intensified program. 

During the first five months of 
the campaign 165,000 children 
were enrolled in the League 
through dealers. The work of 
bringing this safety organization 
to the attention of children has 
been carried on through the co- 
operation of the press in all sec- 
tions of the country, police and 


city officials, school heads, parent 
groups and the dealers them- 
selves who have worked untir- 
ingly in handling the problem of 
safety in their own communities 
in various ways. 

Popularizing safety with chil- 
dren is the theme of this cam- 
paign. Due to the hazards that 
have grown up which affect the 
daily lives of children, the need 
for equipping them with proper 
information as to how best to 
conduct themselves at play, in 
traffic, and especially in riding 
bicycles and roller skating, has 
grown urgent. The Three-In-One 
Safety League makes safety seem 
an individual problem to each 
child through pointing out to 
him the proper things to do. 
They are given questionnaires 
which also serve as membership 
blanks. These ask pertinent ques- 
tions about safety which they 
must think about and answer be- 
fore they are awarded bright red 
badges and emblems to signify 
they have passed the test. They 
are given, too, a handbook of 
rules which clearly defines rules 
for children to observe to ensure 
their own safety. 





of Simplified , 





STEWART-WARNER HOLDS 
PHILA. DEALER MEETING 


Stewart-Warner electric refrig- 
erators, washers and radios were 
recently shown to dealers in the 
Philadelphia area at a meeting 
sponsored by Philadelphia Dis- 
tributors, Inc., in the Bellevue- 
Stratford Hotel. A. E. Hughes, 
vice president and sales man- 
ager of the distributors made 
an address as did Harry A. Ellis, 
president of the same company. 

Officers and other executives 
of Stewart-Warner addressed 
the meeting. William Steinwedell, 
secretary and treasurer; J. N. 
Golten, service manager; A. B. 
Dicus, sales promotion manager 
and Louis K. Roth, eastern rep- 
resentative, spoke. 





THE BOYE NEEDLE CO. 
DEDICATES ADDITION 


The Boye Needle Co., 4343 
Ravenswood Ave., Chicago, IIl., 
manufacturers of novelties, cro- 
chet hooks, needles, pins, etc., 
dedicated on March 23 an addi- 
tion to its building. A program 
of entertainment included or- 
chestral and other numbers. Re- 
freshments were served. 





ALABAMA ASSOCIATION 
TO CONVENE MAY 16-17 


J. H. Crowe, secretary-trea- 
surer, The Retail Hardware As- 
sociation of Alabama, with head- 
quarters at 410 N. 21st St., Bir- 
mingham, Ala., has announced 
that the organization’s conven- 
tion and exhibition will be held 
May 16-17 at the Gay-Teague 
Hotel, Montgomery, Ala. Among 
the speakers will be: Charles J. 
Heale, editor, HARDWARE AGE; 
Rivers Peterson, editor, Hard- 
ware Retailer, and chairman, Na- 
tional Retail Code Authority; 
Mark Lyons, president, McGow- 
in-Lyons Hardware & Supply Co., 
Mobile, Ala., and George M. 
Gray, secretary, Ohio Hardware 
Mutual Insurance Co. 





WANTS CATALOGS ON 
JANITORS’ SUPPLIES 


Catalogs on janitors’ supplies 
and bar trade supplies are de- 
sired by The Connecticut Bev- 
erage & Supply Co., Inc., 208 
State St., Hartford, Conn., dis- 
tributors of bar equipment and 
glassware, etc. 





CARL E. SWIFT CORP. 
TO MAKE WASHERS 


The Carl E. Swift Corp., Hol- 
land, Mich., was recently or- 
ganized to manufacture electric 
washing machines and other ap- 
pliances. Carl E. Swift is presi- 
dent. E. G. Landwehr is vice 
president and treasurer, Henry I. 
Stimson is secretary. 
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GET ON THE BANDWAGON 


@ Greater than any actual cavalcade ever seen, a gigantic parade of over 5,500,000 buyer- 
families march to the pages of The American Weekly each Sunday. That biggest of all mag- 
azine parades makes The American Weekly the Mightiest Magazine in the world. 


You can put the enormous selling power of this leviathan to work for you. Its readers 
live in your community. Some are already your customers. But—if you stock and feature 
the goods advertised in The American Weekly you can get all of your share of this business. 
That’s getting on ithe bandwagon for a fast ride to fatter profits. yf 

















The American Weekly—what it is 


'@ The American Weekly is the largest magazine in the world. It is distributed through 17 
great Hearst Sunday Newspapers. In 597 of America’s 995 towns and cities of 10,000 popula- 
tion and over, The American Weekly concentrates 67% of its circulation. 


In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 


-.. and, in addition, more than 1,885,000 families in thousands of other communities, large 
and small, regularly buy and read The American Weekly. 


THEAMERICAN 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 


a 
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MARTIN-SENOUR NAMES 
WECKEL DISTRICT MGR. 


Appointment of Howard 
Weckel as central district man- 
ager, the Martin-Senour Co., 
Chicago, IIl., paint manufactur- 
ers, has been announced by Wil- 
liam M. Stuart, vice president 
of the company. Mr. Weckel 





HOWARD WECKEL 


has been placed in charge of 
development of business in the 
Chicago, Cleveland, South Cen- 
tral and Texas divisions of the 
company making his headquar- 
ters in the home office of the 
company at 2520 Quarry St., 
Chicago. For the past twelve 
years he was advertising man- 
ager of the company. 

He has announced the follew 
ing assignments for his staff: 
Chicago city division — W. F. 
Burns is city sales manager, 
Charles Unruth, L. M. Hamm, 
J. J. Martinec and F. T. Klatt; 
Chicago country division—F. C. 
Hunt, G M. Pfeifer, F. B. Craw- 
ley, H. W. Blackburne, A. L. 
Strimbeck, V. T. LaSalle, B. J. 
Lane and J. M. Corcoran; Cleve- 
land division—F. H. Fry, F. D. 
Randall, A. W. H. Riefstahl and 
C. H. Peebles; south central 
division—J. W. Lancaster, G. T. 
Wilson and Jack Hefley; Texas 
division — T. R. Anderson and 
Oscar Wells. 

EMPIRE CITY ASS’N. 

HOLDS DINNER DANCE 


The first annual dinner dance 
of the Empire City Supply As- 
sociation was recently held at 
the Hotel Astor, with manufac- 
turers and their representatives 
present as well as members of 
the association and friends. 
Known as “A Night of Sur- 
prises” the entertainment pro- 
gram included numbers presented 
by theatrical stars. 

Louis Cohen, president, Em- 
pire City Supply Association, 
welcomed the members and 
guests and asked members to co- 
operate with each other and 
thanked the manufacturers pres- 
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ent for their assistance. Irving 
G. Greenbaum, past president 
of the organization was presented 
with a tobacco caddy and pipes 
as a token of esteem. 

Harry F. Halpern, secretary, 
has headquarters at 11 W. 42nd 
St., New York City. 


J. A. WARNER 50 YEARS 
WITH WYETH HARDWARE 


J. A. Warner, treasurer, Wyeth 
Hardware & Mfg. Co., St. Joseph, 
Mo., wholesale hardware dis- 
tributors, was recently honored 
on the completion of fifty years’ 
affiliation with the organization. 
At that time he became a mem- 
ber of the company’s Half Cen- 
tury Club, which includes all 
those who have been with the 








J. A. WARNER 


organization continuously for 
fifty or more years. In com- 
memoration of the anniversary 
Mr. Warner was presented with 
an appropriately inscribed watch. 
Mr. Warner, who is a member 
of the executive committee of 
the National Wholesale Hard- 
ware Association, joined the 
Wyeth organization, after leaving 
school, as an order clerk. Dur- 
ing his connection with the com- 
pany he has seen ‘it expand 
greatly and has held many posi- 
tions, becoming secretary in 1901 
and treasurer in 1925. He is 
well known to the trade and has 
seen many changes in methods 
and lines handled. In his fifty 
years with the Wyeth organiza- 
tion he has been closely asso- 
ciated with the Wyeth family— 
first with William M. Wyeth, 
founder and with Huston Wyeth, 
son of the founder, who later 
headed the company, then with 
William Wyeth, president, and 
John Wyeth, vice president, 
grandsons of the founder. 


FRUEHAUF HEADS LOCAL 
REFRIGERATION GROUP 
Carl E. Fruehauf, Fruehauf 

Hardware, was appointed chair- 

man of the 1935 Cleveland Retail 

Refrigeration committee. 








1500 AT PAINT NIGHT 
IN CAMBRIDGE, MASS. 


More than 1500 hardware deal- 
ers, salesmen, paint dealers, paint 
manufacturers and salesmen at- 
tended the Fourth Annual Paint 
Night held recently in the 
Walker Memorial Building, Mas- 
sachusetts Institute of Technol- 
ogy, Cambridge, Mass. Spon- 
sored by the Paint & Oil Club of 
New England and by paint 
manufacturers, the meeting was 
addressed by Hon. Charles E. 
Malley, state director, FHA, who 
predicted the greatest building 
boom the country has ever seen 
and stated that two million dol- 
lars have already been loaned to 
home owners in Massachusetts. 
Prof. Frank L. Simpson, Boston 
University, attending as the per- 
sonal representative of Governor 
James M. Curley, said that a new 
philosophy of government has 
resulted from the depression. 

Renshaw Smith, Jr., president, 
Paint & Oil Club of New Eng- 
land, pointed out that the pur- 
pose of the meeting was to stimu- 
late the paint market. Frank 
Bownes, past president of the 
club, spoke on the Paint Up- 
Clean Up-Fix Up Campaign and 
said that the governor would is- 
sue a proclamation for a cam- 
paign from April 22 to May 4. 
Theodore Damm, Washington, 
D. C., representative, National 
Paint, Varnish & Lacquer Asso- 
ciation, addressed the meeting 
urging active campaigning for 
more business. 

Messrs. Bownes, Smith, C. K. 
Stodder, Sumner B. Woodbridge 
and Frank H. Appleton were 
members of the committee which 
planned the meeting. 





LOUISVILLE DEALERS, 
UTILITIES COOPERATE 


' Retailers and distributors in 
Louisville, Ky., have a three- 
cornered plan for cooperating 
with FHA to enable property 
owners to finance improvements 
at low cost. Cooperating with 
the dealers and distributors in 
the plan are the financial institu- 
tions of Louisville and the Louis- 
ville Gas & Electric Co. Pur- 
chasers select their electric re- 
frigerators from the retail dealer 
signing credit statement and 
note required by the government, 
the note being taken over by 
one of the financial institutions 
which pays the dealer in full. 
The buyer then makes his 
monthly payments on the refrig- 
erator with his electric bill to 
the utility company, the money 
being remitted to the financial 
institutions holding the note. 

Payments may be extended 
over a thirty-six months period 
and payments as low as $3.20 
are permitted. 





199 ATTEND ANNUAL 
DINNER OF BOOSTERS 


There were 199 members and 
guests at the annual dinner of 
the Hardware Boosters held at 
the Hotel New Yorker, 8th Ave. 
and W. 34th St., New York City, 
March 21. A pleasant surprise 
was given the members and 
guests when Hon. John H. Mc- 
Cooey, New York State Supreme 
Court Justice, who has attended 
many of the annual dinners of 
the Hardware Boosters, sang sev- 
eral songs. Harold F. Sullivan 
brought greetings from The Nut- 
meggers, invited members of the 
New York hardware trade to at- 
tend meetings of his organization 
and sang several songs for the 
party. 

Speeches were omitted, and the 
entire evening was given over to 
feasting and entertainment. E. R. 
Sandiford, HarpwareE AGE, presi- 
dent, Hardware Boosters, wel- 
comed the members and guests. 
The professional entertainment 
program included several danc- 
ers and singers and a Scotch 
comedian, who sang, danced, 
played the bagpipes and told 
some Scotch “wheezes.” 

Roy C. Schmidt, Stanley Tools, 
was chairman of the affair, being 
assisted by a committee com- 
prising Charles Pincus, Stanley 
Works; Charles J. Heale, editor, 
Harpware Ace, and Oscar E. 
Watts, E. C. Atkins & Co. Mr. 
Pincus’ work with the commit- 
tee was interrupted by the pass- 
ing of a relative, necessitating 
his absence from the party. 

N. A. Gladding, vice-president, 
E. C. Atkins & Co., Indianapolis, 
Ind., sent a message conveying 
regrets that he could not attend 
the party. Fred Pfeifer also 
sent his best wishes and ex- 
pressed regret that he could not 
attend. 

A. H. NEIKIRK 40 YEARS 
IN HARDWARE BUSINESS 


A. H. Neikirk, Green Springs, 
Ohio, hardware dealer, recently 
celebrated his fortieth year in 
business, having operated his 
own store for a period, although 
most of his hardware career has 
been spent in partnerships. He 
has been a partner of J. P. Mil- 
ler in that town since 1911. 





REPRESENTS WOOD AND 
UNION FORK & HOE CO. 


Joseph T. Hughes, 9823 Lake 
Ave., Cleveland, Ohio, is now 
representing The Union Fork & 
Hoe Co., Columbus, Ohio, in 
New England, New York state 
outside of the Metropolitan area, 
Pennsylvania, and Ohio. Mr. 
Hughes also represents The 
Wood Shovel & Tool Co., Piqua, 
Ohio, in the same territory. 
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The Barrett Monthly Payment Plan 
opens the door to Better Roofing Sales 











In your community there are scores of homes which need new roofs. You 
can help yourself to sales by calling on the owners. The story of Barrett 
quality and the Barrett Monthly Payment Planis bound tointerest them. 


The Barrett Company provides what the aggressive roofing 
dealer or applicator needs to build up a sound and profitable 
business— 


1. Finest quality asphalt shingles, roll roofings and roof 134 CG 8) F j N G 5 


repair materials, backed by a manufacturer with 81 
years of successful roofing experience. 


2. A simple, easy-working, practical monthly payment 
plan which enables applicators to sell roofs on terms as 
convenient as offered to buyers of automobiles, radios, 
refrigerators, ett. 


If you are not familiar with the terms of the Barrett Monthly 
Payment Plan, we will send a representative to see you. The 
Barrett Monthly Payment Plan enables building owners to 
purchase Barrett Roofs without down payment and with as 
long as three years in which to pay. The applicator is paid 
with cash in full when the job is finished. 


Take advantage of this Barrett Monthly Payment Plan to 
build your business. It’s simple, safe, profitable. All we ask is 
assurance of good workmanship. Phone, wire or write our 
nearest office today. 





THE BARRETT COMPANY, 40 RECTOR STREET, NEW YORK, N. Y¥. 


2800 So. Sacramento Avenue, Chicago, Illinois * Birmingham, Alabama 


APRIL 11, 1935 ” 


























TOMLINSON ADDRESSES 
PHILADELPHIA ASSN. 


William W. Tomlinson, adver- 
tising manager, Scott Paper Co., 
Chester, Pa., told members of 
the Retail Hardware Association 
of Philadelphia, at the March 22 
meeting, that they “must formu- 
late a business philosophy that 
turns its back on the false hopes 





W. W. TOMLINSON 


and disappointments of the 
past,” holding, “You must build 
anew, putting the past behind 
you and out of your minds. In 
the era that lies before you, the 
degree to which you will extend 
and enlarge the dimensions and 
worth of the business edifice you 
will build anew depends on the 
man you see when you gaze in 
the looking glass.” The associ- 
ation sent Governor Earle of 
Pennsylvania a telegram endors- 
ing the retail store licensing act 
as a revenue raising measure to 
call for funds for emergency 
relief. 

Frank P. Fifer, third vice-pres- 
ident of the association and past 
president, PASHA, said, “We 
don’t want a sales tax nor an in- 
come tax; and to my mind a 
store tax is the proper thing at 
the present time.” 

Ernest Johannesen, Baltimore, 
president, Baltimore Retail 
Hardware Association, announced 
that the next convention and ex- 
hibition of PASHA would be 
held in Baltimore in February, 
1936. 

W. J. CURTIS FORMS 

CURTIS SALES & MFG. 


W. Jj. Curtis, _ president, 
Schavolite Golf Mfg. Co., for- 
merly of Long Island City, N. 
Y., has opened offices and show 
rooms at 258 Broadway, New 
York City. In addition to their 
regular line of clubs the new 
concern, which will be known as 
Curtis Sales & Mfg. Co., will 
specialize in the manufacture of 
putters, jiggers, cleeks, clickers, 
chippers, sand irons and other 
odd and special clubs. 
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The Curtis company will also 
represent other sporting goods 
manufacturers of non-conflicting 
lines in the territory to be in- 
tensively covered from Chicago 
to the eastern coast. Associated 
with Mr. Curtis is Frank Walker, 
formerly vice president and sales 
promotion manager of Schavolite 
Golf Mfg. Co., Inc. In addition 
to Mr. Curtis and Mr. Walker, 
who will work the larger cities, 
there will be two other salesmen 
covering the territory. Offices 
will be established in Chicago. 

The golf club factory of the 
Curtis organization is located at 
Locust Valley, Long Island, N. 
Y. (P. O. Box 425). All Schavo- 
lite products for repair may be 
sent there in future. 





REFRIGERATION GROUPS 
NAME JOINT COMMITTEE 


Recently a joint committee on 
commercial refrigeration, com- 
prising representatives from the 
Commercial Refrigeration Manu- 


| facturers Association, the Re- 


frigeration Division, NEMA and 
the Refrigerating Machinery As- 
sociation was established to con- 
sider problems of mutual inter- 
est to the three organizations. 
Two members from each group 
will serve on the joint commit- 
tee, C. A. Pearson, York Ice Ma- 
chinery Corp., and J. M. Fern- 
ald, Baker Ice Machine Co., rep- 
resent the Refrigerating Machin- 
ery Association. The Commer- 
cial Refrigerator Manufacturers 
Association is represented by 
W. C. Whitcher, “Dry-Kold” Re- 
frigerator Co., Niles, Mich., and 
H. C. Ahrens, C. Schmidt Co., 
Cincinnati. 

The Refrigerator Division of 
NEMA representatives are J. A. 
Harlan, Kelvinator Corp., De- 
troit, Mich., and Walter Land- 
messer, General Electric Co., 
Cleveland, Ohio. 





LANSING DISTRIBUTES 
AUTOMATIC WASHERS 


D. T. Lansing Co., Scranton, 
Pa., was recently appointed dis- 
tributor for Pennsylvania by 
Automatic Washer Co., Newton, 
Iowa, for its washing machines 
and ironers. 

PREPARING DENVER’S 

CLEAN-UP CAMPAIGN 


The Colorado Paint, Varnish 
& Lacquer Association is again 
cooperating energetically with 
civic interests in staging a Clean 
Up-Paint Up-Fix Up Campaign 
for the spring of 1935. William 
C. Judy is chairman of the Civic 
Committee and Henry F. Brooks 
is chairman of the Clean Up 
and Paint Up Committee of the 
Colorado Paint, Varnish & Lac- 
quer Association. 





The National Clean Up and | 


Paint Up Campaign Bureau, 
Washington, D. C., which has 
been contacted by R. J. Foley, 
president of the Colorado asso- 
ciation, is cooperating in the 
Denver campaign. 


TEXAS DISTRIBUTORS 
HOLD A CONFERENCE 


The second quarterly confer- 
ence of The Wholesale Distribu- 
tors Association of Texas, met 
recently for two days in San An- 
tonic, when all divisions of the 
organization held separate group 
meetings. The divisions are at 
present: Pipe, Valves & Fittings; 
Industrial Mill; Sheet Metal; 
Plumbing and Heating and 
Water Well. At the Pipe, Valves 
& Fitting Conference the sug- 
gestion was made that the pipe 
mills study the qualifications of 
each firm which had signed the 
jobber’s agreement, under the 
code. The conference also rec- 
ommended that the pipe mills 
set up the protection or commis- 
sion to the retail dealer who car- 
ries a stock of pipe for resale. 
Visitors were entertained by San 
Antonio jobbers. 

The next meeting of the as- 
sociation will be in Houston, 
Tex., in June, 1935. Howard 
Weddington, secretary-treasurer, 
has headquarters at 310 Mercan- 
tile Bank Bldg., Dallas, Tex. 

LEAVES RETAIL FIELD 

ON REFRIGERATORS 


Birmingham _ Electric Co., 

Birmingham, Ala., utility com- 
pany, has withdrawn from the 
electric refrigeration sales field. 
Electric refrigerators of various 
makes will still be displayed in 
the company’s showrooms but in- 
quiries will be directed to deal- 
ers’ showrooms. 
, The utility company will help 
dealers train salesmen, hold 
cooking schools, etc., as part of 
its cooperation with dealers. 
The change was made because 
of the feeling that dealers give 
plenty of coverage. 





FROHLICH MANAGES 
NORGE SALES INN. Y. 


E. L. Frohlich for the past 
five years Brooklyn sales repre- 
sentative, Norge Corp., Detroit, 
Mich., is now sales manager of 
the company’s New York branch. 
Tom Ward, formerly of Maytag 
Co., Newton, Iowa, and Nine- 
teen Hundred Corp., Bingham- 
ton, N. Y., has joined the staff 
to assist dealers in washer and 
refrigerator sales in the territory 
formerly held by Mr. Frohlich. 
Bill Clark, formerly of Rex Cole, 
Inc., General Electric distributor, 
will also be with the Brooklyn 
sales division. 








BUCHER ELECTED V.P. 
OF WESTINGHOUSE CO. 


George H. Bucher, president 
and general manager, Westing- 
house Electric International Co., 
was recently elected a vice presi- 
dent of the Westinghouse Elec- 
tric & Mfg. Co., Pittsburgh, Pa., 
and will make his headquarters 
in New York City. He has 
been with Westinghouse since 
1909, going with the export de- 
partment in New York City in 
1911. In 1920 he was named as- 
sistant to the general manager 
of the Westinghouse Electric 
International Co., becoming as- 
sistant general manager the fol- 
lowing year. He was advanced 
to the position of vice president 
and general manager of the com- 
pany in 1932 and in 1934 was 
elected its president. 





duPONT DIVISION NAMES 

REGIONAL MANAGER 

E. I. duPont de Nemours & 
Co., Inc., Wilmington, Del., has 
announced appointment of G. A. 
Biesecker as western regional 
manager in charge of the fin- 
ishes division of the Fabrics & 
Finishes Department with head- 
quarters in Chicago. He  suc- 
ceeds L. P. Nemzek, who re- 
signed. Mr. Biesecker was for- 
merly manager in charge of 
dealer and paint sales in the 
Chicago territory. He has spent 
the greater part of his life in the 
paint business and is well known 
to the trade. 


OPENS NEW STORE 


Griswold Sport Goods & Hard- 
ware Co. was recently opened at 
1134 Griswold St., Detroit, Mich. 
Fred Tushbant, former manager 
of the Monroe Hardware Co., 
heads the new store. Robert 
Armstrong is in charge of the 
hunting and fishing section. 





STORE CHANGES HANDS 


John Biebl, formerly employed 
by the Franklin, Minn., hard- 
ware store, owned by A. Poss, 
C. E. Freeman and the E. H. 
Brown Estate, has purchased the 
business and will be assisted by 
his son, John, Jr. 





GROSS DIRECTS SALES 
FOR SHEFFIELD STENCIL 


A. Gross, president, The Shef- 
field Bronze Powder & Stencil 
Co., Inc., Cleveland, Ohio, in ad- 
dition to his other duties is now 
handling the complete sales for 
the company. Leon A. Diamond, 
formerly in charge of sales, has 
resigned. 
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Here’s why 


YOU’LL SELL MORE 





































GHT now Goodyear magazine advertising is teach- 


I 
R ing hose buyers to look for the Goodyear name 





* All Goodyear Lawn and Gar- 
den Hose is made with Cotton 


and Cotton Cord Carcass* construction—if they want 

extra years of service. And because that’s what every Cord Carcass for longer fife. 
- Look for this seal 

3 customer wants, there’ll be an even bigger demand 


Pa Cond at 










this year for all five Goodyear grades: EMERALD 
CORD, SUPERTWIST CORD, WINGFOOT, GLIDE and 
PATHFINDER. That’s why it will pay you to feature 












them — because Goodyear is helping you sell them. 
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SELL AN EXTRA LENGTH FOR HOME FIRE PROTECTION Cae ene ee 
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IOWA ASSOCIATION HOLDS TRAINING CLASSES IN THREE CITIES 





Members of the Iowa Retail Hardware Association at the recent training school held in Des Moines, Iowa 


The Iowa Retail Hardware As- 
sociation recently held three 
three-day sales training schools 
—one at Independence, another 
at Des Moines, and the third at 
Cherokee. At the schools courses 
in show card writing, window 
trimming, salesmanship, and ac- 
counting, were given. 


KLEINHARDT HEADS 
MANHATTAN ASS’N. 


Charles Kleinhardt, Kleinhardt 
Hardware Co., 26 9th Ave., New 
York City, was recently elected 
president of the Hardware & Sup- 
ply Dealers Association of Man- 
hattan & Bronx Boros. Joseph 
Langsam, Langsam Hardware 
Co., was elected vice-president, 
and Frederick Hepp, 1400 Third 
Ave., was elected treasurer. 
C. H. Tilson continues as secre- 
tary of the association. 

Arthur Shimell, Mr. Hepp and 
Past President Jean W. Blair 
were elected directors of the as- 
sociation. 


EASTERN GOLFERS TO 
MEET JUNE 6-8, 1935 


The Eastern Hardware Golf 
Association, of which H. L. Gil- 
liam, 50 Church St., New York 
City, district sales manager, The 
Wood Shovel & Tool Co., Piqua, 
Ohio, is acting secretary, will hold 


its first golf tournament at the 


Shuttle Meadow Club, New Brit- 
ain, Conn., as announced in the 
March 28 issue of HARDWARE 
Ace. The membership fee will 
be $3.00, this fee being used to 
buy tournament awards and pay 
incidental expenses. 

Mr. Gilliam has announced 
that a special rate of $3.00 for 
green fees for all three days of 
playing has been obtained. The 
Burritt Hotel has made an offer 
of a flat rate of $2.00 per day. 
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DeWild, Trade Extension Divi- 
sion, Minneapolis Civic & Com- 
merce Association, gave the show 
card writing, window trimming 
and salesmanship courses, and 
Philip R. Jacobson, secretary, 
Iowa Retail Hardware Associa- 
tion, directed the accounting 
and management classes. Each 








school included a banquet which 
was addressed by Ralph W. Car- 
| ney, Coleman Lamp & Stove Co., 
Wichita, Kan., who gave a sales 
demonstration talk on automatic 
electric irons. A film produced 
by the Moore Corp., Joliet, Ill., 
featuring the selling points of 
eight different gas stoves, was 
also included in the program. 





TROUTWINE IS PRES. 
BOSTON ELEC. LEAGUE 


Harry Troutwine, manager, 
Boston branch office of Kelvina- 
tor Corp., Detroit, Mich., was 
recently elected president of the 
Metropolitan Electrical League, 
at the third annual refrigeration 
night of the electrical industry 
recently held at the Boston 
Chamber of Commerce. Among 
the speakers were: Howard E. 
Blood, president, Norge Corp., 
Detroit; Frank P. Pierce, sales 
manager, Frigidaire Corp., Day- 
ton, Ohio; T. K. Quinn, vice- 
president, General Electric Co., 
and R. C. Cosgrove, refrigera- 
tion division sales manager, 
Westinghouse Electric & Mfg. 
Co. The speakers told of market 
conditions, sales possibilities and 
advertising policies for 1935. 


TWISS MANAGES SALES 
FOR ZENITH MACHINE 


Melvin Twiss, formerly sales 
manager for Marshall Wells Co., 
Portland, Ore., wholesale hard- 
ware distributors, is now general 
sales manager of the Zenith Ma- 
chine Co., Duluth, Minn., manu- 
facturers of washing machines. 
Mr. Twiss has had considerable 


| experience in sales work. 


Supplee-Biddle Holds Merchandise Fair 


Supplee-Biddle Hardware Co., 
511 Commerce St., Philadelphia, 
Pa., wholesale hardware distribu- 
tors, held a merchandise fair 
from March 18 to 22. Booths of 
more than fifty manufacturers 
showed hardware, cutlery, sport- 
ing goods, fishing tackle and auto 
accessories. Open from 8 A. M. 
to 10 P. M. each day, gay deco- 








rations and interesting moving 
displays added to the appearance 
of the attractive exhibits. Deal- 
ers from many far and near 
points visited the exhibit. 
Although the company’s gen- 
eral line of hardware, housefur- 
nishings, etc., was shown, a large 
exhibit of fishing tackle and 


sporting goods occupied a major | 





part of the exhibit. Special 
demonstrations were a feature of 
the fair. “Forward America,” 
a full length business motion 
picture, was exhibited the after- 
noon and evening of March 20. 
The firm was recently appoint- 
ed distributor for Exide storage 
batteries, manufactured by The 
Electric Storage Battery Co. 


a 


Part of the attractive exhibit recently held in the salesrooms of Supplee-Biddle Hardware Co. 
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I'M AFTER THAT 


$100 First PRIZE 
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WINDOW CONTEST 
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For best window featuring fast-selling Flit Offer 


A MOTH BAG with 


BIG MERCHANDISING OPPORTUNITY: Combination 
offer—Big Flit Moth Bag supplied with every Quart 
of Flit Spray. See that all of your customers take 
advantage of this amazing bargain—double your 
sales. Your wholesaler will supply a dozen Flit Moth 
Bags with every dozen Quarts of Flit Spray you 
purchase before May 15, 1935. Feature this combi- 
nation offer in your store, in your windows and in 
your advertising. 

SPECIAL DEALER DISCOUNT: Get in touch with your 
wholesaler regarding the Special Dealer Discount on 
Flit Spray and Flit Powder which expires May 15, 1935. 





every quart of FLIT 


BIG ADVERTISING CAMPAIGN: This Combination 
Offer of a Flit Moth Bag — Quart of Flit Spray will 
be prominently advertised in leading women’s and 
general magazines . .. numerous full pages in color. 
Newspaper advertising in key cities will also feature 
this special offer. 

WINDOW DISPLAY CONTEST: Get into the Flit 
Spray Window Display Contest. Two hundred and 
thirty-seven prizes, totalling in value $2,070, will be 
awarded for the best displays. Write us for free basic 
display material and details regarding this contest 


which closes May 15, 1935. 


*EG US PAT OFF 


Kills 
Quicker! 


Sell the Flit 
Gun, too! 






Copr. 1935, Stanco Inc. 





INC. e2 PARK AVENUE e NEW YORK 
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STRUGNELL ADDRESSES 
HARDWARE BOOSTERS 


H. J. Strugnell, Remington 
Arms Co., Bridgeport, Conn., 
spoke briefly on selling at the 
March 29 meeting of the Hard- 
ware Boosters held at the Hard- 
ware Square Club, New York 
City. Roy Schmidt, Stanley 
Tools, chairman of the enter- 
tainment committee, reported on 
the recent banquet. President 
E. R. Sandiford, HArpware 
AcE, presided at the business 
meeting. 

Bridge fans and pinochle ex- 
perts showed their skill at the 
card tables after the business 
session. 


STOEGER GUN STOCK 
PAMPHLET IS FREE 


The gun stock pamphlet of- 
fered by A. F. Stoeger, Inc., 
507 Fifth Ave., New York City, 
is offered free of charge. The 
description of this pamphlet 
which appeared on page 82 of 
the March 28 issue of HARDWARE 
Ace incorrectly stated that the 
pamphlet would be sent on re- 





ceipt of 10c in stamps. 





COOPER SCREW MFG. 


MOVES QUARTERS 


The Cooper Screw Mfg. Co., | 
San Francisco, Calif., has moved | 
from 243 Vallejo St. to 227 7th 
St. 


DALLAS, TEX., JOBBER | 
ADDS FURNITURE DEPT. | 


Higginbotham-Pearlstone Hard- | 
ware Co., Dallas, Tex., wholesale | 
hardware distributors, have 
added a wholesale furniture de- 
partment under the management | 
of Frank O. Tackett, who is | 
well known to the retail furni- 
ture trade throughout the 
Southwest territory. The furni- 
ture division occupies a 55 by 
100 ft. space on the second 
floor. This space has been re- 
finished and attractive drapes 
and better illumination are 
being utilized to provide an at- 
tractive background for the new 
stock, 








NEW YORK LOCKSMITHS 
HOLD ENTERTAINMENT 


The Locksmith Organization 
of New York recently held a 
smoker and entertainment at 
Teutonia Assembly Rooms, New 
York City. 

LAKE CHARLES DEALER 

MARRIED 61 YEARS 


George Taylor Rock, 84, is 
celebrating this year his sixty- 
first wedding anniversary. Mr. 
Rock continues to go to business 
every day, having moved the 
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G. T. Rock Hardware Co., Inc., 
Lake Charles, La., forty-two years 
ago. The Rock hardware busi- 
ness was established in 1856, be- 
ing moved to Lake Charles in 
1893. Associated with Mr. Rock 
is his son, George H. Rock. Mr. 
and Mrs. Rock have five other 
children living as well as 28 
grandchildren and seven great 
grandchildren. 

The American Press, Lake 
Charles, La., recently published 
a picture of Mr. and Mrs. Rock, 
pointing out that they will cele- 
brate their anniversary on April 
29. 


E. O. FAETH RETURNS 
FROM MEXICAN TRIP 


E. O. Faeth, president, Stowe 
Hardware & Supply Co., Kansas 








E. 0. FAETH 


City, Mo., wholesale distributors, 
recently made a trip to Mexico 
City, Mexico, with a party of 
friends. 
MAGAZINE EDITOR TALKS 
TO DALLAS HARD- 
WAREMEN 


The Dallas Hardware & Imple- 
ment Club, Dallas, Tex., met 
March 25 at the Dallas Athletic 
Club, with O. H. Mann, Higgin- 
botham-Pearlstone Hardware Co., 
wholesale hardware distributors, 
president of the club, conducting 
the meeting. Frank A. Briggs, 
editorial staff, Farm & Ranch 
and Holland’s Magazine, was 
speaker. 


REENTERS BUSINESS 
IN W. PALM BEACH FLA. 


W. E. Frost, P. O. Box 2103, 
West Palm Beach, Fla., has re- 
entered business. From 1916 to 
1932 he served architects and 
builders in the Palm Beach area, 
handling builders’ hardware and 
other builders’ lines. 





WOODWARD 63 YEARS 
WITH SPENCER HDW. 


Herbert A. Woodward, treas- 
urer, Spencer Hardware Co., 


Keene, N. H., recently completed 
his 63d year with that organiza- 
tion. Mr. Woodward observed 
the anniversary by attending to 
his duties as usual. 





HAMBURGER NOW WITH 
SUPPLEE-BIDDLE CO. 


Arthur Goldenblum, 1753 59th 
St., Brooklyn, N. Y., is now rep- 
resenting Supplee-Biddle Hard- 
ware Co., Philadelphia, Pa.. 
wholesale hardware distributors, 
in Brooklyn, Manhattan and 
Queens boroughs, in New York, 
and Jersey City, N. J. Mr. Ham- 
burger was for many years with 
William Goldenblum & Co., New 
York City, wholesale hardware 
distributors. 


DAMAGED BY FIRE 


| The hardware store of Abra- 
ham Weingroth, 9511 37th Ave., 
Corona, Long Island, N. Y., was 
| recently damaged by fire. 





| REELECT ROSBOROUGH 
MOLINE TOOL PRES. 


| C. E. Rosborough was re- 
elected president and treasurer 
of the Moline Tool Co., Moline, 
| Ill. Other officers reelected at 
| the recent meeting are: W. P. 


| Hunt, vice-president; A. E. Lind- 


Franklin Johnston, secretary. 


HORACE H. BROCKETT 
Horace H. Brockett, 35, Battle 


Creek, Mich., owner of the 
Brockett Hardware store, which 
had been owned and operated by 
his family for three generations, 
died at his home in that city 
after a week’s illness. 


| 
| 





FORM AIR CONDITIONING 
BUREAU IN CLEVELAND 


With the opening of the re- 
ceht air-conditioning show of the 
Electrical League of Cleveland, 
an air-conditioning bureau was 
formed. The bureau will make 
arrangements for speakers and 
act as central information bureav 
for air-conditioning. 





COLSON OPENS OFFICE 
IN MERCHANDISE MART 


The Colson Co., Elyria, Ohio, 
has opened an office in the Mer- 
chandise Mart, Chicago, IIl., F. 
M. Alger manages the Chicago 
office in which the company’s 
complete line of wheel goods is 
on display. 


HARDWARE DEALER 
HEADS BUSINESS ASSN. 


J. A. Abrahams, Abrahams 
Hardware Co., Rockaway Park, 
Long Island, N. Y., was recently 
elected president of the reorgan- 
ized Rockaway Park Business 
Men’s Association. 





GALLAGER REPRESENTS 
GREAT STATES CORP. 
Charles F. Gallager, Rocky 

Hill, Conn., manufacturers’ agent, 

is again representing Great 





States Corp., Shelbyville, Ind., 
lawn mower manufacturers. Mr. 
Gallager is covering New Eng- 
land for the Great States line. 





A. M. OLDS ACQUIRES 
W. H. STEELE BUSINESS 


Allan M. Olds has purchased 
the business of W. H. Steele 
Co., Los Angeles, Calif., manu- 
facturers representative, moving 
the business to the Calo Bldg. 
in that city. Mr. Olds had been 
with the Steele organization for 
eleven years. The company has 
been representing eastern manu- 
facturers for more than twenty- 
five years. 





| berg, second vice-president, and 
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LEMUEL J. GILBERT 


Lemuel J. Gilbert, 59, Atlanta, 
Ill., hardware dealer, died re- 
cently. He was active in poli- 
tics and was a civic leader. Mrs. 
Gilbert, his son Harold, who 
was associated with him in the 
business, and a daughter survive. 





JOSEPH L. TATE 


Joseph L. Tate, 60, Valley 
Mills, Tex., hardware dealer, 
died March 29 in a Waco, Tex., 
hospital. 


CHARLES E. COZADD 


Charles E. Cozadd, 71, who 
operated a hardware store at 
Lake Orion, Mich., from 1904 to 
1918, died March 22 in Daytona 
Beach, Fla. 


CHARLES R. SCALES 


Charles Raymond Scales, 54, 
Guilford, Me., associated with 
his father and brother in the 
hardware business of John Scales 
& Sons, died recently. 


JAMES BRATTIN 


James Brattin, 72, Lorain, 
Ohio, hardware dealer for more 
than 25 years, died recently in a 





| Cleveland hospital. 
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YOU GET THIS SALES-MAKING DISPLAY 


3 PIECES... 


Free FULL COLOR 


a ° ive, M t compelling, unusual 
Bey Flay we've produced én years 





$1000°° IN C 
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with my 
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O/ always shoot 


KLEANBOR 


HI-SPEED.225 
They give your rifle 
GREATER POWER 
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79 CASH PRIZES 


0 
FIRST PRIZE...-++-+++***"*" “a 
Second prize...--+++e2s900t"* 
Third and fourth (each)...-+++ a 
Next ten (each)..---++++eee00"" 
Next twenty (each)..--++++++"* 7 
Next forty-five (each)..---+-+*> 


RULES ARE SIMPLE 


1. No entry fees. 2. Each tying nw 
seceive full amount of award. 3. “ - — 
i i as you want. 
many different windows ‘ ye 

i -piece Spring Window 
must contain three-piece a 
Also representative 

play shown above. ~eyge sl 
i emington products—rilies, 

pt Siee. Parker Shotguns, Cham- 
ock Targets—some or 
must be displayed 


ammunition, 
berlin Traps, cape vert 
all. 5. Windows submi ‘ 
in store for at least one week. 6. All photo 


i it of display, not 
hs considered on merit Of « va 
oe sheeenneie. 7. como sey — 
nd address shou ‘ 
on > aneenell 8. Contest closes mid- 
night of June 30, 1935. 


THE JUDGES 


—Editor Field and Stream 
; stpenien Goods Journal 
Editor Hardware Age 


Ray Hollan : 
Ames Castle—Edito 
Charles Heale— 
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7. is the biggest contest 
that has been staged in the 


hardware and sporting goods 
fields in years. Think of it— 
seventy-nine prizes totaling 
$1000 in cash! A grand prize 
of $150! And all you are asked 
to do is to plan a window dis- 
play that stse/f will win extra 
sales and extra profits for your 
store. 


The rules are simple. Merely 
base your window on the new 
Spring Window Display shown 
above. This will be sent you abso- 
lutely free! Include in your window 
a representative showing of Rem- 
ington products. Your choice is a 


* wide one—rifles, shotguns, ammu- 


nition, cutlery, traps and targets. 
Use any or all, as your good judg- 
ment dictates. Then take a picture. 
Write your name and address on 
the back. Mail it to us before June 
30th. And three able, impartial 
judges—Ray Holland, Editor Field 


and Stream; Ames Castle, Editor 
Sporting Goods Journal; Charles 
Heale, Editor Hardware Age—will 
pick the winners. 


Prizes will not be awarded for 
photographicexcellence. The orig- 
indlity, the attention value of the 
display are all that count. Remem- 
ber, this contest has a double value 
to you. First, the window itself will 
work hard in winning extra sales 
and extra profits. And if judged 
one of the best, it will bring you 
a nice fat check. 


If you haven’t already ordered 
your Spring Window Trim, write 
to us immediately. No dealer who 
is on his toes should miss this op- 
portunity to make his Remington 
sales and profits soar skyward this 
spring. Remington Arms Co., Inc., 
900 Barnum Ave., Bridgeport,Conn. 


Remington, 


reer 
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Cc. D. ARMSTRONG 


Charles Dickey Armstrong, 73, 
for twenty-one years president, 
Armstrong Cork Co., now Arm- 
strong Cork Products Co., Lan- 
caster, Pa., died April 2 at a 
Pittsburgh hospital. He was 
vice-president and general man- 
ager of the Armstrong company 
in 1892, and upon the death of 
his father, in 1908, was elected 
president. In 1929 he became 
chairman of the board, retain- 
ing that office until poor health 
caused his retirement in 1931. 
He was a director, and later 
chairman, of the board of the 
Union National Bank; director 
of the Consolidated Lamp & 
Glass Co., trustee and vice-presi- 
dent of the Dollar Savings Bank, 
and was active in real estate 
companies as well. Mrs. Arm- 
strong and two sons, C. Dudley 
and Dwight L. Armstrong, are 
among his survivors. 





STEPHEN E. CORNELL 


Stephen Hallett Cornell, S. W. 
Cornell Hardware, 469 Atlantic 
Ave., Brooklyn, N. Y.,died March 
28, after a long illness at his 
home, 515 E. 24 St., Brooklyn, 
N. Y., at the age of 59. He was 
a son of Samuel W. Cornell, who 
founded the hardware business 
in 1872. Mr. Cornell is survived 
by Mrs. Cornell, three brothers, 
Frank E., H. A., and Vincent W. 
Cornell, and one sister. 





A. J. DAVIS 


A. J. Davis, 60, Dorr, Mich., 
formerly a hardware dealer, died 
recently at his daughter’s home 
in North Star, Mich. 





URIDGE P. WHIFFEN 


Uridge P. Whiffen, 82, Flint, 
Mich., hardware dealer died 
March 24, A native of Oswego, 
Ill., he moved to Canada, where 
he learned tinsmith work and 
pattern making. In 1891 he en- 
tered business in Flint. 


AUGUST KRELL 
August Krell, 56, Houston, 
Tex., was found shot to death in 
a rear room of his store, at 5815 
N. Main St., March 15. It is 
believed he took his own life. 





CURTIS M. JOHNSON 


Curtis M. Johnson, 57, Rush 
City, Minn., hardware and im- 
plement dealer, died recently 
following a brief illness. His 
first business experience was as 
salesman for International Har- 
vester Co., after which he joined 
his father in the firm of S. C. 
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Johnson & Son. He was presi- 
dent of the National Implement 
Dealers Association in 1919. In 
1924 he was candidate for the 
governorship of the state and 
two years later ran for Congress. 
Mrs. Johnson and two sons sur- 
vive. 


BENJAMIN F. MOORE 


Benjamin Franklin Moore, 80, 
vice- president and _ treasurer, 
Moore-Handley Hardware Co., 
Birmingham, Ala., wholesale 
hardware distributors, died re- 
cently of a heart attack. Mr. 
Moore had been in Birmingham 
since 1882. In addition to his 
hardware activities he was active 
in civic affairs and was one of 
the first presidents of the local 
Chamber of Commerce. Mr. 
Moore was well known to the 
trade. 

His brother, J. D. Moore, pres- 
ident of the company, with whom 
he first entered business, Mrs. 
Moore and four grandchildren, 
are among his survivors. Hon- 
orary pall bearers were employ- 
ees who had been with the com- 
pany for thirty years or more. 


JOHN M. CLARK, SR. 


John M. Clark, Sr., 62, foun- 
der, Clark Hardware Co., and 
president, Union County Bank, 
both of Elizabeth, N. J., died 
March 28 at his home in Hill- 
side, after an illness of three 
weeks. He was in the hardware 
business from the age of eight- 
een, founding his own business 
in 1900, and turning it over to 
his son, John M., Jr., a year ago. 
He was active in civic, fraternal 
and charitable organizations. 
Mrs. Clark, his son, and two 
daughters, survive. 





JAMES F. HIGGINS 


James F. Higgins, 68, retired 
member of the firm of Butts & 
Ordway Co., 44 Stanhope St., 
Boston, Mass., hardware dealers, 
died at his home in Framing- 
ham, Mass., on March 28. At 
one time he was a member of 
the board of trustees of the 
Framingham Library, and a 
member of the Planning Board 
of Framingham. In addition he 
was active in fraternal and other 
organizations. Mrs. Higgins, a 
brother, a son and a daughter, 
survive. 


HARRISON C. DARNELL 


Harrison C. Darnell, Wayne- 
town, Ind., hardware dealer, 
died recently. 
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JOHN H. MARTIN 


John H. Martin died recently 
in Rising Star, Tex., where he 
had resided since some time in 
the 1920’s. As a young man 
he had worked for E. C. Sim- 
mons, founder of Simmons Hard- 
ware Co., St. Louis, Mo., whole- 
sale hardware distributors and 
later for Saunders Norvell in the 
former Norvell, Shapleigh firm. 
At one time he was in the whole- 
sale hardware and sporting goods 
business. Mr. Martin was about 
eighty-five years of age. 





H. E. HUME 


H. E. Hume, 80, pioneer 
dealer in hardware and farm im- 
plements in the Texas Panhan- 
dle, was run down and killed by 
an automobile in his winter 
home at Edinburg, Tex., on 
March 15. Under the firm name 
of Stringfellow-Hume, he and 
his partner established hardware 
and implement stores in a half 
dozen towns in west Texas more 
than forty years ago. The stores 
were later sold to Morrow- 
Thomas Hardware Co., Amarillo. 


JOHN C. PRUITT 


John C. Pruitt, 77, Gainesville, 
Ga., hardware dealer, died 
March 15 at his home in Gaines- 
ville, Ga. He was founder and 
president of the Citizens Bank 
of Gainesville for many years. 





BERT H. CUSTER 


Bert H. Custer, president, 
Renton Hardware & Furniture 
Co., Renton, Wash., died recent- 
ly at his home in that town. 





ARTHUR I. MANN 


Arthur I. Mann, an executive 
of the Consolidated Wire and 
Associated Corporations, Peoria 
and Harrison Sts., Chicago, IIl., 
died recently. He was the son 
of the late Samuel Mann, one of 
the pioneers in the wire industry, 
who was said to have been the 
first manufacturer of wire west 
of the Alleghenys. Mr. Mann 
learned the wire business under 
his father and later joined the 
Consolidated organization in an 
official capacity. 





EDWIN K. GREE 


Edwin K. Gree, for 45 years a 
hardware and lumber dealer in 
Wareham, Mass., died recently at 
that town at the age of 65. He 
had been ill for two weeks. 





EDWARD J. MORGAN 


Edward J. Morgan, 72, Cadil- 
lac, Mich., hardware dealer, for 
more than fifty years, died at his 
home there on March 27. First 
associated with John M. Cloud he 
was later a member of the firm 
of Morgan & Murray, which fi- 
nally became Morgan & Deming. 





WALDO A. McINTIRE 


Waldo A. McIntire, 50, for- 
merly with Michigan Hardware 
Co., died March 24 at his home 
in Owosso, Mich. He was sec- 
retary of the Owosso Federal 
Savings & Loan Association. 





JAMES I. PURDY 


James I. Purdy, 85, Buckley. 
Mich., hardware dealer for 
twenty-five years, died recently 
at his home in that town. Prior 
to conducting business in Buck- 
ley he had operated a store in 
Wexford and for many years 
operated one in Ohio. 





JOHN R. CARMAN 


John R. Carman, 24, associ- 
ated with his father, William R., 
in the retail hardware business 
in Mecosta, Mich., died at his 
home there on March 10, after 
a short illness. 





CHARLES A. SAMMIS 


Charles A. Sammis, 71, for & 
number of years a hardware 
dealer in Long Beach, Long. 
Island, N. Y., who had retired 
from business several years ago, 
died recently. He had been in 
New York for about forty years, 
having come from Salt Lake- 
City. 


R. P. STINE 


R. P. Stine, 44, founder, presi- 
dent and salesman of The Sta- 
Tite Snath Co., Shelbyville, Ind.,. 
died March 11 at his home fol- 
lowing an illness of five weeks.. 
He founded the business in 1925. 
He was well known in the trade- 
territory of his company. Mrs.. 
Stine, three sons and a daugh-- 
ter survive. 


I. B. WILSON 


I. B. Wilson, 72, retired hard: 
ware dealer, died at Murfrees- 
boro, Tenn., recently. He had: 
been an invalid since December, 
1933. 


ARCHER WALL DOUGLAS: 


As we go to press we learn of 
the passing of Archer Wall 
Douglas, former vice-president, 
Simmons Hardware Co., St. 
Louis, Mo., wholesale hardware: 
distributors. 
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ACCURATE TO OUNCES IN MANY 
TONS! The pure, specially selected 


Pennvernon ingredients are carefully 
weighed by this Pennvernon Craftsman 
as his contribution te the creation of that 
superior -— for which Pennvernon 
Window Glass has become justly famous. 


Our new booklet, called “The Making of a 
Leader”, describes in dramatic pictures the man- 
ufacture of Pennvernon Window Glass. To get 
your copy of this interesting book, sign and 
mail this coupon to 


PITTSBURGH 


PLATE GLASS COMPANY 
2370 Grant Building, Pittsburgh, Pa. 
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NRA Has Lost Much Prestige 
With Industry and Consumers 


Moffett Finds Business Less Concerned Over Loss or Threat- 
ened Loss of Blue Eagle and Believes Congress Will Not 


Hasten NRA Extension Program. 


Expects any Continued 


NRA Plan to Exclude Price Fixing Devices Except for Raw 


Resources Industries and that Continued Trade Practices will 


Include Less Price Protection. 


By L. W. MOFFETT 


Washington Representative of Hardware Age 


\ \ 7 ITHDRAWAL of the Blue 
Eagle has become com- 
monplace and the point 
has been reached where many con- 
cerns which lose this insignia 
(never authorized by law) pay no 
attention to the “loss.” Consum- 
ers apparently are increasingly in- 
different to it. Some industrial- 
ists, of which Henry Ford is an 
outstanding example, wouldn't 
permit the Blue Eagle to be thrust 
upon them. This was made clear 
when the government recently 
loosened requirements as to sub- 
mitting certificates of compliance 
in order to have Mr. Ford bid on 
a large volume of trucks, sedans 
and ambulances for the War De- 
partment. The door was thrown 
wide open for Mr. Ford to enter 
this business, denied to him previ- 
ously, but he did not present a 
single bid. 

The Administration is well 
aware of the loss of prestige that 
the NRA and the Blue Eagle has 
suffered in public estimation. Not 
only because of blows given them 
at the hands of important courts, 
but more important at the hands 
of the public generally which 
strongly contrasts with the state- 
ment of Administrator Hugh S. 
Johnson in the early days of NRA 
when he impetuously declared 
that the loss of the Blue Eagle 
meant “economic death.” 
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The benefits of NRA in the way 
of establishing minimum wages and 
shortening hours have of course 
been well recognized, though labor 
has in some cases taken advantage 
of these provisions and attempted to 
force undue demands. The elimina- 
tion of sweatshops probably has not 
been as complete a job as NRA 
supporters would have the public 
believe but much desirable headway 
has been made in that direction. 
Yet the NRA and the Blue Eagle 
have been used as instruments by 
government bureaucrats to heckle 
and put business in a straightjacket. 
They have been used by units of 
business and industry to combat 
other units unfairly. They have been 
used by organized labor to enforce 
all sorts of demands, some of which 
at least some organized labor lead- 
ers themselves would not want to see 
enacted, an example being the 30- 
hr. week. 


Extension Beyond June 16 


In short NRA and its activities, 
to say nothing of the constantly ris- 
ing prices for which it is partially 
responsible, have aroused much sen- 
timent against it. The Administra- 
tion was no doubt surprised if not 
amazed at the hostility it found in 
Congress to recommendation for a 
two-year extension of NRA. The 
Administration worked fast and per- 
haps it has worked effectively in in- 
suring extension of the act. But as 
seen in the attitude of many mem- 
bers of Congress including members 


of the Senate Finance Committee at 
hearings on NRA there was origi- 
nally much doubt that NRA would 
survive at all. It still is not an as- 
sured fact that it will be extended 
beyond June 16, though the odds 
are rather strong that it will be. 
Certain it is that Congress is taking 
its time in connection with NRA 
legislation, originally designed as 
“emergency” legislation. 

That the Administration had be- 
come alarmed over growing hostil- 
ity toward continuing the Recovery 
Act was made clear when it sud- 
denly introduced its own bill on 
March 29. Previously, Administra- 
tion sources said they were going to 
let Congress write its own measure. 
All the time, however, the Admin- 
istration draft was prepared and in 
the hands of Senator Pat Harrison, 
chairman of the Committee on Fi- 
nance, and Representative Dough- 
ton, chairman of the House Com- 
mittee on Ways and Means. The 
Administration had withheld the 
bill, apparently thinking it was 
good political strategy to delay spe- 
cific recommendations. But as acri- 
monious hearings proceeded before 
the Finance Committee and criticism 
increased on the floors of Congress, 
it was concluded to thrust the actual 
bill before Congress as a “basis for 
discussion.” It was therefore intro- 
duced in the Senate by Senator Har- 
rison. It follows generally the rec- 
ommendations previously set forth 
by Mr. Richberg in his testimony 
before the Finance Committee. In 
the main it provides for a two-year 
extension of the act as it now exists. 
Yet in some respects it is much 
broader, giving even wider powers 
to the government in its control over 
business and industry. 

Under the guise of attempting to 
clarify obscurities of the present 
act, the new bill would reach out 
and grasp control over an extremely 
wide range of business and indus- 
try. The present law does that, of 
course, but the bill seeks to get a 
definition of interstate commerce in 
an attempt to legalize what now is 
of extremely doubtful constitution- 
ality. Not that the mere incorpo- 

(Continued on page 98) 
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Text of the Senate Bill 
for Extension of the N. R. A. 





to final passage. 





Here is the complete text of the Senate Bill for extending the National 
Industry Recovery Act beyond its expiration date of June 16, 1935. 
undoubtedly be subjected to revision in both the Senate and the House prior 
It is presented for the information of our readers that they 
may intelligently follow the developments on the bill and understand the sig- 


nificance of changes proposed and completed. 


It will 
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A BILL 
To Amend Title I of the National Industrial Recovery Act 


Be it enacted by the Senate and House of Representatives 
of the United States of America, in Congress assembled, that 
Title I of the National Industrial Recovery Act, approved 
June 16, 1933, is hereby re-enacted and amended to read as 
follows: 


TITLE I, 
INDUSTRIAL RECOVERY 


Declaration, Policy and Standards 


Section 1. (a). The Congress finds and hereby declares that a 
national emergency exists, characterized by widespread unem- 
ployment and disorganization of industry and impairment of the 
standards of living of the American people, and that such un- 
employment, disorganization and impairment, decrease and 
burden interstate and foreign commerce and adversely affect the 
general welfare. 


(b). It is hereby declared to be the policy of Congress and the 
purpose of this title to meet the needs of the present emergency, 
to prevent the recurrence of such emergencies, and to promote 
the orderly and healthy development of trade and industry, by 
means of such regulations and provisions as are_ hereinafter 
authorized; and such regulations and provisions are declared to 
be necessary and proper to effectuate said policy and purpose. 


Powers Given to President 


(c). In order to effectuate the policy of Congress ana ux 
pose of this title, the President is authorized and directed to take 
action as hereinafter provided when he finds that such action is 
necessary and proper in the public interest and in accordance with 


| 
pul | 


any of the following limitations and standards: That such action— | 


(1). Establishes rules of fair competition. 
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(2). Promotes or maintains cooperative organization and action 
of trade and industrial groups. 


(3). Induces or maintains cooperative relations between, or 
cooperative activities of, labor and management. 


(4). Promotes or maintains fair competition. 


(5). Prevents or eliminates competitive practices which are 
unfair or destructive of fair competition, or restraints upon trade 
which tend to diminish the amount thereof contrary to the public 
interest. 


(6). Promotes the fullest effective utilization of the productive 
and distributive capacities of trade and industry. 

(7). Prevents or eliminates restrictions upon production, cx- 
cept those hereinafter expressly sanctioned. 

(8). Promotes or maintains increased purchasing power and 
increased consumption of industrial and agrictltural products. 

(9). Reduces or relieves unemployment or regularizes employ- 
ment. 

(10). Establishes proper minimum wages and maximum hours 
of labor. 

(11). Improves the standards and conditions of labor. 

(12). Promotes the rehabilitation of industry. 

(13). Conserves natural resources, and prevents production or 
competition wasteful of such resources, and injurious to com- 
merce therein. 


(14). Removes unreasonable burdens upon, or protects the 1ea- 
sonable flow of interstate or foreign commerce. 


Administrative Agencies 


Section 2. (a). In order to effectuate the policy of Congress 
herein declared, the President is hereby authorized and directed 
to establish such agencies, including an industrial planning and 
research agency, to accept and utilize such voluntary and un- 
compensated services, to appoint, without regard to the pro- 
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visions of the Civil Service laws, such officers and employes, and 
to utilize such Federal agencies, officers and employes, and, with 
the consent of the State, such State and local agencies, officers, 
and employes, as he may find necessary, to prescribe their authori- 
ties, duties, responsibilities, and tenure, and, without regard to 
the Classification Act of 1923, as amended, to fix the compensation 
of any officers and employes so appointed. 

Any agency established or utilized pursuant to the provisions 
of this subsection is referred to in this title as a “governmental 
agency.” 

(b). The President may, to the extent that he may deem neces- 
sary for the efficient administration of this title, delegate any of 
his functions and powers under this title to such governmenial 
agencies, officers, agents, and employes as he may designate or 
appoint to act under his general supervision and control. 


(c). For the purpose of more efficient administration of codes 
of fair competition and agreements under this title, the President 
is authorized to provide under such codes or agreements for the 
establishment of code authorities, committees, or other organiza- 
tions, including provision for their duties, responsibilities, tenure, 
removal, compensation and records. 

In the establishment of any such authority, committee, or other 
organization which is composed in whole or in part of persons 
in the trade or industry or subdivision thereof affected, provision 
shall be made that such persons shall be truly representative of 
the trade or industry or subdivision thereof, having due regard 
to sectional interests, volume of production and sales, and other 
pertinent factors. 

There shall be no delegation of any final discretionary power 
under this title to any such authority, committees or other organi- 
zation which is composed in whole or in part of persons in the 
trade or industry or subdivision thereof affected. 


(d). This title shall cease to be in effect and any agencies here- 


tofore or hereinafter established hereunder shall cease to exist | 


on June 16, 1937. 
Codes of Fair Competition 


Sec. 3. (a). Upon application to the President by one or more 
trade or industrial associations or groups, the President is au- 
thorized and directed to approve a code or codes of fair competi- 
tion for the trade or industry or subdivision thereof represented 
by the applicant or applicants, if the President finds— 

(1). That such associations or groups impose no inequitable 
restrictions on admission to membership therein and are truly 
representative of such trades or industries or subdivisions there- 
of; and 

(2). That the trade or industry or subdivision thereof is eli- 
gible for a code within the limitations of subsection (b); and 


(3). That such code or codes comply with the provisions of this 
title, including the requirements set forth in Section 7a hereof; 
and 


(4). That such code or codes conform to and are reasonably 
designed to effectuate the policy of Congress in accordance with 
such of the standards set forth in Section 1 (c) as are specified in 
his findings, and 

(5). That such code or codes are not calculated to promote or 
sanction the creation or maintenance of a monopoly or monopo- 
lies or practices destructive of fair competition, to eliminate or 
oppress small enterprises or to discriminate against them, or to 
promote or sanction devices for fixing prices or controlling pro- 
duction or distribution which are restrictive of fair competition; 
but devices for controlling prices, production, or distribution 
may be applied (A) where found necessary and proper by the 
President to protect small enterprises against discrimination or 
oppression or to deter the growth of monopolies, or (B) where 
found necessary to provide correctives for emergencies caused 
by large volumes of production in excess of effective demand, or. 
by destructive price cutting, or (C) to those trades or industries 
which are now or hereafter subjected to governmental regula- 
tion of prices, services and methods of operations, as public 
utilities, or as natural resource industries (such as, among others, 
coal, oil or gas), or because they are found to be affected with a 
public interest; and 


Provision Made for Hearings 


(6). That public notice, and an opportunity to be heard either 
through oral or written presentation, have been given to inter- 
ested parties (including those engaged in other steps of the eco- 
nomic process whose services and welfare may be affected) prior 
to approval by the President of such code or codes. 

(b). No trade or industry or subdivision thereof shall be eli- 
gible for a code, unless by reason of the character or volume of 
employment or sales, or the shipment, or use of goods shipped, 
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in interstate or foreign commerce, or the effect of such trade or 
industry or subdivision thereof upon interstate or foreign com- 
merce, or upon instrumentalities of interstate or foreign com- 
merce, or upon the movement of goods or services in interstate 
or foreign commerce or by reason of other conditions which the 
President finds to exist, said trade or subdivision thereof either 
is engaged in interstate or foreign commerce, or so substantially 
affects interstate or foreign commerce that the establishment and 
enforcement of standards of fair competition in such trade or 
industry or subdivision thereof are necessary and proper for the 
protection or regulation of interstate or foreign commerce. 


(c). The President may, as a condition of his approval of any 
such code, impose such conditions (including requirements for 
the making of reports, and the keeping of books and records and 
the examination thereof) for the protection of consumers, com- 
petitors, employes and others, and in furtherance of the public 
interest and may provide such exceptions to, exemptions from, 
and amendments of, the provisions of any such code, as the Presi- 
dent upon finding of fact, deems necessary to effectuate the policy 
of Congress in accordance with the standards of this title: 

Provided, that any applicant or applicants for the approval of 
a code may, within twenty days after public announcement of an 
amendment to such code, or of a condition imposed on the ap- 
proval of the code or any continuation of such approval, file with 
the President a withdrawal of their application for the code, and 
if the President finds that the code is no longer sponsored by 
those truly representative of the trade or industry or subdivision 
thereof, he shall cancel his approval of the code, but may pre- 
scribe and approve a limited code of fair competition applicable 
to such trade or industry or subdivision thereof, in conformity 
with the provisions of subsection (d) of this section. 


Codes May Be Imposed 


(d) Whenever, upon complaint, or upon his own motion, after 
public notice and hearing (except where the President finds that 
there has been an adequate hearing upon an application for ap- 
proval of a code), the President finds (1) that excessive hours 
or inadequate wages of employes in any trade or industry or sub- 
division thereof found eligible for a code within the limitations 
of subsection (b) are productive of unfair competition, and (2) 
that the requirements of fair competition hereinafter set forth 
have not been established and are not effective for such trade or 
industry or subdivision thereof by a code voluntarily presented 
and approved, or by any agreement with the President made 
as hereinafter provided, then the President is authorized and 
directed to prescribe and approve a limited code of fair competi- 
tion for such trade or industry or subdivision thereof, which he 
finds to be consistent with the requirements of paragraphs (3) 
to (6), inclusive, of subsection (a), and which shall contain only 
the following requirements: 


(A) Requirements of minimum wages and maximum hours of 
labor; (B) The requirements of Section 7a; (C) Prohibition of 
child labor; and of any unfair business practice which is gen- 
erally recognized as being dishonest, fraudulent, or otherwise un- 
fair; (D) Such provisions as he finds necessary to prevent unfair 


‘or oppressive conditions of employment or the waste of any nat- 


ural resources; and (E) a provision requiring such information 
to be furnished, and such books and records to be kept and such 
examinations thereof to be made, as are necessary to effectuate 
the policy of Congress in accordance with the standards of this 
title. 

The maximum hours provided for in any such limited code 
shall not be less than——hours nor more than——hours per week: 
except that when it is found necessary, overtime work in excess 
of the prescribed maximum, to be paid for at the rate of time and 
one-half, may be provided for in such code. 


Exceptions May Be Made 


The President is authorized, after notice and opportunity to be 
heard, as provided in subsection (a) (6) of this section, to pro- 
vide such exceptions to, exemptions from, and amendments of, 
any such code as, upon a finding of fact, he deems necessary 
to effectuate the policy of Congress in accordance with the stand- 
ards of this title. 


(e). The minimum wages provided for in any code prescribed 
or approved under this section shall be those which the President 
finds to be fair and reasonable and calculated to promote or to 
maintain fair competition within or between trades or industries 
or subdivisions thereof, after giving due consideration to living 
and working conditions in and surrounding the trade or industry 
or subdivision thereof which is directly involved, and to regional 
or other differences in such conditions. 
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The minimum wages so provided for may be differentiated ac- 
cording to experience or skill of employes, locality of employment, 
or other applicable considerations, but shall not be so graded or 
classified as to tend to set maximum wages. 


(f{). Any code prescribed or approved under this section may | 


require persons subject thereto to make equitable and _propor- 
tionate contribution to the expenses necessary for the adminis- 
tration of such code. Collection and expenditure of any such con- 
tributions may be made in its own name by a code authority, 
committee or other organization approved by the President for 
the administration of the code; but the President is authorized 
and directed to prescribe such regulations concerning notice, op- 
portunity to be Heard, review, budgets, basis of contribution, 
auditing, and other matters, as he finds necessary and proper to 
protect such persons and the public interest. 


Unfair Trade Practices Covered 


(g). After the President has approved or prescribed any code 
under this section, the provisions of such code shall be the stand- 
ards of fair competition for the trade or industry or subdivision 
thereof defined in such code. Any violation of such standards shal] 
be deemed an unfair method of competition in commerce within 
the meaning of the Federal Trade Commission Act, as amended; 
but nothing in this title shall be construed to impair the exercise 
of the powers of the Federal Trade Commission under such act, as 
amended, in a manner consistent with the provision of this title. 


(h). In order to limit the number of codes approved and to 
simplify the administration thereof, the President is authorized 
and directed, in carrying out the provisions of this title with re- 
spect to codes, to propose to each small trade or industry or sub- 
division thereof which he finds employs less than ——- employes, 
that such trade or industry or subdivision either (1) be covered 
by the code of an appropriate trade or industry or subdvision 
thereof which he finds employs or more employes and has 
related interests or activities, or (2) be covered by a general code 
for small trades or industries containing only requirements specially 
devised for and limited to the needs and conditions of such small 
trades or industries and subdivisions. 

No code for any such smal] trade or industry or subdivision 
shall be approved under subsection (a) unless persons truly repre- 
sentative thereof shall elect to be covered by a code in accordance 
with this subsection. 





Agreements 


Sec. 4 (a). The President is authgrized to enter into agreements 
with, or approve voluntary agreements hereafter entered into be- 
tween and among persons engaged in a trade or industry or sub- 
division thereof, labor organizations, and trade or industrial 
organizations, associations, or groups, relating to any trade or 
industry or subdivision thereof, if he finds that such agreements 
(A) are reasonably designed to aid in effectuating the policy of 
Congress in accordance with the standards of this title with re- 
spect to trades or industries or subdivisions thereof found eligi- 
ble for codes within the limitations of subsection (b) of Section 
3, and (B) are consistent with the requirements of paragraphs 
(3) to (6), inclusive, of subsection (a) of Section 3. 

Any agreement so entered into or approved shall be enforce- 
able in accordance with its terms by civil suit in any State or 
Federal court of competent jurisdiction. 


(C) The President shall, so far as practicable, afford every 
opportunity to employers and employes in any trade or industry 
or subdivision thereof, to establish, by mutual agreement, the 
standards as to the maximum hours of labor, minimum wages 
and such other conditions of employment as may aid in effectuat- 
ing the policy of Congress in accordance with the standards of 
this title. 


Anti-Trust Laws 


Sec. 5. Nothing in this title shall be construed to amend or 
repeal any provision of the anti-trust laws of the United States; 
but the provisions incorporated in any code or agreement specifi- 
cally approved, prescribed, or entered into and in effect in accord- 
ance with this title, and any action complying with such code 
or agreement taken while it is in effect, or within sixty days 
thereafter, shall be Jawful if and only if such code or agreement 
conforms in all respects to the limitations and provisions of this 
title. All such codes and agreements shall cease to be in effect 
on or before June 16, 1937. 


Investigations 
Sec. 6. Upon the request of the President, the Federal Trade 


Commission shall make such investigations as may be necessary 
to enable the President to carry out the provisions of this title, 
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and for such purposes the commission shall have all the powers 
vested in it with respect to investigations under the Federal 
Trade Commission Act, as amended. 


Employers and Employes 


Sec. 7a. Every code of fair competition or agreement approved, 
prescribed or entered into under this title shall contain the 
following statement of rights of employes, which are hereby de- 
clared and affirmed: 


(1). Employes shall have the right to organize and bargain 
collectively through representatives of their own choosing, and 
shall be free from the interference, restraint, or coercion of em- 
ployers of labor, or their agents, in the designation of such repre- 
sentatives or in self-organization or in other concerted activities 
for the purpose of collective bargaining or other mutual aid or 
protection; and 


(2). No employe and no one seeking employment shal] be re- 
quired as a condition of employment to join any company union 
or to refrain from joining, organizing, or assisting a labor organi- 
zation of his own choosing. 


(b). All employers in the trade or industry or subdivision there- 
of with respect to which any such code or agreement is in effect, 
shall comply with the requirements of subsection (a) and with 
the maximum hours of labor, minimum wages and other conditions 
of employment set forth in any such code or agreement. 


Application of Agricultural Adjustment Act 


Sec. 8a. This title shall not be construed to repeal or modify 
any of the provisions of Title I of the act entitled “An Act 
to Relieve the Existing National Economic Emergency by In- 
creasing Agricultural Purchasing Power, to Raise Revenue for 
Extraordinary Expenses Incurred by Reason of Such Emergency, 
to Provide Emergency Relief with Respect to Agricultural In- 
debtedness, to Provide for the Orderly Liquidation of Joint-Stock 
Land Banks, and for Other Purposes,” approved May 12, 1933, 
as amended; and such Title I of said act approved May 12, 1933, 
may for all purposes be hereafter referred to as the “Agricultural 
Adjustment Act.” 


(b). The President may, in his discretion, in order to avoid 
conflicts in the administration of the Agricultural Adjustment 
Act and this title, delegate any of his functions and powers under 
this title with respect to trades or industries or subdivisions there- 
of which are engaged in the handling of any agricultural com- 
modity or product thereof, or of any competing commodity or 
product thereof, to the Secretary of Agriculture. 


(c). Nothing in this act, and no regulation thereunder, shall 
prevent an individual from pursuing the vocation of manual labor 
and selling or trading the products thereof; nor shall anything 
in this act, or regulation thereunder, prevent any one from imar- 
keting or trading the produce of his farm. 


Oil Regulation 


Sec. 9 (a). The President is further authorized to initiate be- 
fore the Interstate Commerce Commission proceedings necessary 
to prescribe regulations to control the operations of oil pipelines 
and to fix reasonable, compensatory rates for the transportation 
of petroleum and its products by pipelines, and the Interstate 
Commerce Commission shall grant preference to the hearings and 
determination of such cases. , 


(b). The President is authorized to institute proceedings 10 
divorce from any holding company any pipeline company con- 
trolled by such holding company which pipeline company by 
unfair practices or by exorbitant rates in the transportation of 
petroleum or its products tends to create a monopoly. 


Rules, Regulations and Definitions 


Sec. 10 (a). The President is authorized and directed to pre- 
scribe such rules and regulations as may be necessary to carry 
out the policy of Congress in accordance with the standards of 
this title and to secure compliance with codes and agreements 
approved, prescribed or entered into under this title. 


(b). The President is further authorized to make reasonable 
provision for the promotion and maintenance of codes and agree- 
ments under this title by means of distinctive insignia or labels, 
by requirements that departments and agencies of the United 
States purchase from persons complying with such codes or agree- 
ments, or by other appropriate means. 


The President may regulate the distribution, use and display 
of such insignia or labels, in order that purchasers and con- 
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sumers of goods and services may be assisted in supporting the 
standards of fair competition provided for in this title. 


(c). The President may, from time to time, cance! or modify | 


any order, approval, rule or regulation issued under this title, 
and each code and agreement approved, prescribed or entered 


into under this title shall contain an express provision to that | 


effect. 
“(d). As used in this title— 


“(1). The term ‘person’ includes any individual, any part- 
nership, association, corporaticn, trust or other form of enter- 
prise, and any receiver, trustee, executor or administrator; 


“(2). The term ‘Code of Fair Competition’ or ‘code’ means 
any group of provisions heretofore or hereafter approved or 
prescribed as such by the President under this title; and 


“(3). The terms ‘Interstate and Foreign Commerce’ and ‘In- 
terstate or Foreign Commerce’ include, except where otherwise 
indicated, trade or commerce among the several States and 
with foreign nations, or between the District of Columbia or 
any Territory of the United States and any State, Territory 
or Foreign Nation, or between any insular possessions (includ- 
ing the Philippine Islands) or other places under the jurisdiction 
of the United States, or between any such possession and place 
and any State or Territory of the United States or the District 
of Columbia or any foreign nation, or within the District of Colum- 
bia or any Territory or any such insular possession or other place 
under the jurisdiction of the United States. 


“Tariff Adjustment 
“Sec. 11. On his own motion, or if any labor organization, or 


any trade or industrial organization, association or group, which 
has complied with the provisions of this title, shall make com- 


plaint to the President that any article or ‘articles are being | 


imported into the United States in substantial quantities or increas- 
ing ratio to domestic 


production of any competitive article or | 


articles and on such terms or under such conditions as to render | 


ineffective or seriously to endanger the maintenance of any code 
or agreement under this title, the President may cause an im- 
mediate investigation to be made by the United States Tariff 
Commission, 
this section, and if, after such investigation and such public 
notice and hearing as he shall specify, the President shall find 
the existence of such facts, he shall, 
policy of this title, direct that the article or articles concerned 
shall be permitted entry into the United States only upon such 
terms and conditions and subject to the payment of such fees 


which shall give precedence to investigations under | 


in order to effectuate the | 


and to such limitations in the total quantity which may be imported | 


(in the course of any specified period or periods) as he shall find 
it necessary to prescribe in order that the entry thereof shall not 
render or tend to render ineffective any code or agreement made 
under this title. 

“In order to enforce any limitations imposed on the total quantity 
of imports in any specified period or periods, of any article or 
articles under this section, the President may forbid the impor- 
tation of such article or articles unless the importer shall have 
first obtained from the Secretary of the Treasury a license pursuant 
to such regulations as the President may prescribe. 


“Upon information of any action by the President under this 
section the Secretary of the Treasury shall, through the proper 
officers, permit entry of the article or articles specified only 
upon such terms and conditions and subject to such fees, to such 
limitations in the quantity which may be imported, and to such 
requirements of license, as the President shall have directed. 

The decision of the President as to facts shall be conclusive. 
Any condition or limitation of entry under this section shall 
continue in effect until the President shall find and inform the 
Secretary of the Treasury that the conditions which led to the 
imposition of such condition or limitation upon entry no longer 
exist. 


Enforcement 


Sec. 12. (a) The several district courts of the United States, 
the Supreme Court of the District of Columbia, and the United 
States Courts of any Territory or other place subject to the iuris- 
diction of the United States (including the courts of the Philip- 
pine Islands) are hereby invested with jurisdiction with any 
proceedings under this title, including jurisdiction to prevent and 
restrain violations of any code or agreement approved, prescribed, 
or entered into under this title; and it shall be the duty of the 
several District Attorneys of the United States. in their respective 
districts, under the direction of the Attorney General, to institute 
proceedings in equity to prevent and restrain any violation of any 
such code or of any such agreement to which the President is a 
party. 
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(b) Any violation of the provisions of any code or of any 
rule or regulation, approved, prescribed or continued in effect, 


under this title, as amended, shall be a misdemeanor. Any per- 
son violating any such provision shall upon conviction thereof 
be subject to a fine of not more than $................ Each day 
such violation continues shall be deemed a separate offense. 

Any agency of the United States established or utilized by 
the President under Section 2a and authorized to administer such 
provisions may, prior to the commencement of suit with respect 
to any such offense, subject to the approval of the Attorney Gen- 
eral, compromise the liability, civil or criminal or both, rising 
under this title with respect to such offense (1) upon payment 
of a sum, not in excess of $.............. , to be assessed and 
collected by such agency, and (2) upon the entry of a consent 
decree enjoining the future commission of such an offense, or 
upon entering into a stipulation that the United States may upon 
its own motion at any time upon five days’ notice to the violator 
cause such a decree to be entered by any court of competent 
jurisdiction. 

Employe May Recover 


(c) Whenever, after due notice and opportunity to be heard, 
upon complaint by an employe or his representative, alleging 
any violation or violations, occurring after the date this title as 
amended takes effect, of any provision of any code relating to 
minimum wages or maximum hours of labor, any governmental 
agency established or utilized by the President under Section 2a 
determines that any person has violated such provision, such 
agency shall find the facts constituting such violation and the 
amount of damage, if any, which such employe has suffered as 
a result of such violation, and shall make an order, incorporating 
such findings, directing the violator to pay such damages to such 
employe on or before the date fixed in such order. 

(d) If the violator does not comply with the order on or 
before the date fixed in such order, the complainant may within 
six months from the date of the order file in any State or Federal 
court of competent jurisdiction a petition setting forth the causes 
for which he claims damages and the order of such agency in 
the premises. 


Such suit shall proceed in all respects like other civil suits 
for damages except that the findings and the order of such agency 
shall be prima facie evidence of the facts found therein: 


PROVIDED, That the petitioner shall not be liable for costs 
at any stage of the proceedings unless they accrue upon his appeal, 
and the damages payable when a violation is established shall 
in no event be less than $.......... = 


If the petitioner finally prevails, he shall be allowed a reason- 
able attorneys’ fee to be taxed and collected as part of the costs 
of suit. 


(e) Nothing herein shall be construed to require any person 
complaining of any such violation to resort to the remedies and 
procedure provided for in subsection (c) and (d) of this section 
before bringing any suit at law which he would otherwise be 
entitled to prosecute. 


(f) The provisions, including penalties, of Section 9 and 10 
of the Federal Trade Commission Act, as amended, are made 
available to any agency of the United States established or utilized 
under Section 2a, and shall be applicable to any persons subject 
to the provisions of this title, or any code of fair competition, agree- 
ment, order, rule, or regulation under this title, whether or not 
such person is a corporation. 


(g) The termination in any manner, in whole or in part, of 
any code of fair competition, agreement, order, rule, or regula- 
tion approved, prescribed, issued, or entered into under this title 
shall not extinguish any penalty or liability under or arising out 
of such code, agreement order, rule or regulation. 


Code Revision 


Sec. 13. The President shall review or cause to be reviewed. 
for compliance with the requirements of this title, as amended, 
every code in effect upon the date this title, as amended, takes effect. 

In order to afford reasonable opportunity for such review, such 
codes are hereby continued in effect (subject to cancellation or 
modification in accordance with this title, as amended) for a 
period of ninety days after June 15, 1935, unless previously reviewed 
and superseded hereunder; but no such code shall continue in 
effect after the expiration of such ninety-day period unless the 
President has reviewed guch code and has approved it and finds 
that the code in the form so approved conforms to the require- 
ments of Section 3a hereof. 

All rules, regulations, and orders (except orders approving codes} 
heretofore issued and now in effect under this title shall continue 
in effect until canceled or modified under this title, as amended. 
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4 TO 1 CONSUMER PREFERENCE 






AUTOBIOGRAPHY 
OF THE WORLD'S BEST 
PAINT SALESMAN 
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If you are in the paint business—or thinking of going into 
it—I can increase your profits. I, 4 to 1 Consumer Preference, 
am the Force of Resale for Sherwin-Williams Paints. 

I go to work for you the moment you identify your store 
as Sherwin-Williams Paint Headquarters. I make it pos- 
sible for you to sell paint to people you could never interest 
with any other 4dine—because four times as many consumers 
in the average community prefer Sherwin-Williams prod- 
ucts over that of the next leading competitive brand. 
Check my statement for yourself and be convinced. 

When you put in the Sherwin-Williams line you auto- 
matically hire me. It’s like hiring the best known and best 
liked salesman in town—with one exception: I draw nosalary. 


PEOPLE LIKE TO DO BUSINESS WITH FOLKS THEY KNOW 

Most of the people who are regular customers of your store 
probably know you personally. But what about those who 
have been trading elsewhere? How can you make their 
acquaintance? That’s where I step in and establish a defi- 
nite point of contact. That point of contact is the common 
ground of wide acquaintance. As soon as I go to work for 
you, these folks who know and have confidence in me 
automatically feel that they know you, too. People who 
never before came to your store will soon be regular cus- 
tomers. I have worked this out for hundreds of other mer- 
chants. I see no reason why it cannot be done for you. 

Maybe the Sherwin-Williams franchise is open for your 
community. Write to The Sherwin-Williams Co., Dept. 
609, Cleveland, Ohio. 
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CHARLES DUNN . 


Lets Have a Sane Sales Tax 


“EVERY state having a sales tax today is losing 
thousands of dollars because of inefficient enforce- 
ment while retailers are also losing because they must 
pay more to the state than they collect from the public” 


By C. O. SHERRILL 


Former City Manager, Cincinnati 
In Nation’s Business* 


state and local treasuries have 

felt the pinch of poverty. De- 
mands for relief and other emer- 
gency expenditures have increased 
rapidly while revenues have cor- 
respondingly fallen off. Real 
property which normally provides 
the bulk of taxes has, since 1929, 
decreased in importance as an 
available source of revenue. Tax 
strikes and defaults have led to 
growing deficits and imperilled 
public credit. 

In the frantic search for revenue 
to meet necessary governmental 
expenses, every conceivable source 
has been combed. What is needed 
is a method of taxation having a 
broad base, a sure result and an 
equable burden on everyone. In 
24 states the sales tax, in some 
form, has been adopted as meeting 
these requirements. Unfortunately 


*Reprinted by special permission of 
Nation’s Business. 


ie the past four years, many 


all these taxes have been devel- 
oped independently of each other. 
Rates are not uniform, the classes 
of property and services subject 
to the tax are not coordinated and, 
above all, methods of enforcement 
are not uniform—or practical. 

In some states the rate is as low 
as one half of one per cent, with 
no possible means for retailers to 
pass on the tax to consumers; in 
others the rate is three per cent, 
with mandatory or optional provi- 
sions for passing on the tax. Ad- 
jacent states, which should have 
fairly equivalent rates, have gen- 
erally paid little attention to this 
important feature. 

In West Virginia, for example, 
under the so-called two per cent 
sales tax law, the tax on a six-cent 
can of beans is 162/3 per cent. 
In the adjoining state of Kentucky, 
the tax on the same article, under 
a three per cent sales tax, is zero 
because Kentucky makes no levy 
on sales of less than ten cents. 

In Illinois, you can buy four 
cans of the same beans and pay 
no tax although the state sales tax 
levy is two per cent, while in 


Michigan you can buy two cans 
without tax but, if you buy three 
cans, you must pay a penny tax. 

Moreover, legislators and gov- 
ernment executives have apparent- 
ly failed to recognize the fact that 
this, like all other taxes, must be 
paid by the consumer. 

Efforts have been made to force 
retailers to pay the tax without 
passing it on. Since most retail- 
ers operate at a net profit of con- 
siderably less than these sales 
taxes, this is obviously out of the 
question. For instance, there is 
hardly a grocery chain in the 
United States which makes a net 
profit of more than two per cent 
on its gross sales. Naturally such 
organizations could not absorb a 
three per cent tax, but efforts to 
make them do it have led to some 
unbelievable conditions in the 
wording of these laws and in their 
enforcement. 


A Simple Plan is Needed 


If legislators will only realize 
that this tax is a just, reasonable 
burden on all consumers and then 
set it up on this basis, with a 
simple, mandatory method of pass- 
ing it on to the public, they will 
have discovered one of the sim- 
plest, fairest and easiest methods 
of obtaining adequate taxes ever 
devised. 
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IF YOU CAN'T MAKE 
MONEY SELLING THESE 


the fault isn't with you or these goods. No sir! It must 
be the humidity or something. Look through this 1935 
catalog. Every item styled to flow right out. Flash- 
lights, batteries, automotive specialties—packed so 
the items almost pop into customer's hands. Strong 
words. Strong facts. See for yourself. Just get that 
catalog. 


BOND ELECTRIC CORPORATION 


257 CORNELISON AVE., JERSEY CITY, N.J. 


BRANCHES AND WAREHOUSES CONVENIENTLY LOCATED 
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No state has yet adopted such a 
method. As a result, every state 
having a sales tax law today is 
losing hundreds of thousands of 
dollars in taxes because of faulty 
regulations and inefficient enforce- 
ment. Retailers in these states, 
who pay in full, are also losing 
heavily because they must pay 
more to the state than they can 
collect from the public. 

In Illinois, this loss to honest 
retailers is estimated at 30 per 
cent of the total tax paid. In 
Michigan, one large company is 
forced to supplement its tax col- 
lections with more than $265,000 
a year to make up the correct per- 
centage on its gross sales. A re- 
cent investigation in this state 
shows that three of the largest re- 
tailers in a certain field pay 50 per 
cent of the total taxes collected in 
their line, although they do only 
25 per cent of the business. This 
seems to indicate that competitors 
are taking advantage of the fact 
that there is no single mandatory 
method of collection. 

Although the retailer is taxed 
three per cent on his gross sales, 
neither the law nor the regulations 
tell him how he is to collect this 
amvunt from the customer. Most 
of the merchants have an informal 
agreement to collect no tax on 
purchases of less than 17 cents. 
Between 17 and 49 cents they col- 
lect one cent. 


A Tin Box for Accounting 


The usual method of collection 
is to place a tin box at each regis- 
ter in the store. Pennies are sup- 
posed to be dropped into this box 
as the customer pays his bill but 
the collection usually totals from 
15 to 20 per cent less than the 
tax which must be paid. Honest 
retailers make up the difference. 
Their dishonest competitors sim- 
ply forget how much tax they owe. 

The natural conclusion from this 
might be that the public benefits 
to the same extent as these firms 
are penalized, but such is not the 
case. The non-taxpaying retailer 
is the real beneficiary at the ex- 
pense of the honest retailer and 
the consumer. In Pennsylvania, 
in the six months that a sales tax 
was in effect, the state treasury re- 
ported that 60 per cent of the re- 
tailers who should have paid the 
tax failed to do so, and that 30 


90 


per cent of the taxes that should 
have been paid were not collected. 
In Kentucky, approximately one- 
fourth of the tax that was esti- 
mated as being available is not 
being collected for the same rea- 
son—non-enforcement. 

With experience covering 12 
states, I believe that under a cor- 
rectly drawn, well-enforced sales 
tax law, almost 100 per cent com- 
pliance can be had, with the least 
possible burden on the retailers 
and taxpayers. 

The public will pay the sales 
tax without a murmur when it is 
collected honestly and exactly in 
accordance with the prescribed 
percentage rate and yet, since 
every person must pay at least a 
small tax, the public will be tax- 
conscious and will more carefully 
check governmental expenses to 
avoid waste. Moreover, the ex- 
pense of collecting will be reduced 
from a quarter to a half of the 
present cost, the states will collect 
millions of dollars that they are 
now losing and the collecting 
agents, the retailers, will no longer 
have to pay these taxes out of 
their own pockets. 

These desirable results can be 
obtained by setting up a tax on a 
three per cent rate, mandatorily 
passed on to the consumer; pro- 
viding the principal enforcing fea- 
tures in the law and authorizing 
the proper state commission to is- 
sue regulations and collect these 
taxes. The three per cent rate is 
chosen because experience shows 
that the low pergentage rates such 
as that in Missouri—one-half of 
one per cent—or in Indiana—one 
per cent—-are costly to the con- 
sumer, ruinous to the retailer and 
unjust to all, whereas the reason- 
ably higher rates, with uniform, 
mandatory pass-on provisions are 
fair, great revenue producers and 
work no great hardship on anyone. 

To find out the things that 
should and should not be placed 
in the law and should and should 
not be done in the way of enforce- 
ment, it is only necessary to ex- 
amine some of the typical state 
sales tax laws. 

The principal methods hereto- 
fore followed for collecting sales 
taxes are: 


1. By brackets. 
2. By markup. 


3. By optional markup or bracket. 
4. By the stamp method. 


To illustrate these methods, the 
procedure followed in North Caro- 
lina, West Virginia, Michigan, II- 
linois and Kentucky will be ex- 
plained. 

With any of these methods of 
collection much difficulty has been 
experienced in arriving at a sim- 
ple, equitable and legal plan that 
will collect the exact sum required 
by the law from every retailer and 
at the same time will be easily and 
fairly applied, both from the point 
of view of the seller and the pur- 
chaser. 

Under the bracket method, small 
purchases up to a certain amount 
are arbitrarily exempted from tax. 
Also the percentage rate varies 
for every purchase made. This 
method is used in North Carolina, 
West Virginia, Michigan and Ken- 
tucky. 

In North Carolina the brackets 
are: 

1 to 9c—no tax 
10 to 35c—Ile tax 
36 to 70c—2c tax 


71 to 1.05—3c tax 
1.06 and up—scaled accordingly. 


In. Michigan the brackets are: 


1 to 16c—no tax 
17 to 49c—lc tax 
50 to 83c—Ze tax 
84 to 1.16—3c tax 
1.17 and up—scaled accordingly. 


In West Virginia the brackets 
are: 
1 to 5c—no tax 
6 to 50c—Ic tax 
51 to 1.00—2c tax 
1.01 to 1.50—3c tax 
1.51 and up—scaled accordingly. 


In Kentucky the brackets are: 


1 to 9c—no tax 
10 to 35c—Ilc tax 
36 to 70c—2c tax 
71 to 1.09—3c tax 


In all these and similar cases of 
enforcement through brackets, the 
results are unsatisfactory. In 
some states more tax is collected 
from purchasers than the law re- 
quires or the state receives. In 
addition, the purchaser naturally 
resents paying a one-cent tax on 
a six-cent sale, as in West Vir- 
ginia, or on a ten-cent sale as Ken- 
tucky. In West Virginia this par- 
ticular tax on a six-cent purchase 
is at the very high rate of 16 2/3 
per cent, and unreasonably high 
on all small purchases. 

(Continued on page 108) 
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NEW NORGE RANGE 


Get the facts about the Norge 
Range line and the merchandising 
program that is putting the line 
over. Write for complete and spe- 
cific information. 





RE you tired of selling ranges 
on a basis of price alone? Are 
you tired of talking yourself out of 
profits every time you make a 
range sale? 

“Price selling’”’ of appliances is a 
most un-profitable business. And 
service costs on cheap ranges will 
eat up what little profit you can 
squeeze out. 













Of course, there are low priced 
models in the Norge line—models 
that enable you to talk price. But 
with this NA Series of Norge 
Ranges, you don’t have to enter the 
price battle. Here’s quality you can 
see — feel — demonstrate — get en- 
thused about — sell at a profit. 
Here are features to be found on no 
other range ever built—features 
that will make any 
woman want a 
















results in 


liquids. 


QUALITY FEATURES 
EASY TO DEMONSTRATE 


CONCENTRATOR BURNER—so designed as 
to concentrate maximum heat in center, so 
that it spreads over the bottom of the vessel, 
instead of up the sides. This exclusive feature 

ie cooking, fuel economy. A 
ring cover protects burner ports from spilled 


SELF-LIFTING BROILER—As broiler drawer 
is pulled out, rack automatically elevates itself 
to a convenient height. This feature of con- 


Norge Range as 
soon as she sees it. 














OF TALKING NOTHING BUT PRICE? 


Then See tee 





venience is exclusively Norge. 


BROILATOR—zives the owner of a Norge 
range a new method of cooking flavor into 
foods. Fast heat is applied to all sides at 
once, so that natural juices and flavors are 
retained. Smoke and odors are consumed in 
an exclusively designed dome. Only Norge 
offers the advantages of the Broilator. 


FULL BODY FRAME—Rigid angle steel 

frame construction relieves porcelain 

em from stress. Oven lining is ‘“‘full- 
oating’’ with an unbroken blanket of 

insulation. This construction prevents 
rcelain from cracking and provides for 
tter oven insulation. 


COLORS—Norge ranges are available in 
white and in a selection of three colors— 
mother-of-pearl, tan and green. These 
colors are pleasing and easy to harmonize 
with kitchen appointments. 









NORGE CORPORATION 
Division of Borg-Warner Corp., 606- 
670 East Woodbridge St., Detroit, Mich. 


Norge Rollator Refrigeration « Norge 
Electric Washers « Broilator Stoves « Aero- 
lator Air Conditioners « Whirlator Oil 
Burners « Norge Gas and Electric Ranges 
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The Modern Apartment 
and the Unemployed 


ENERAL JOHNSON re- 

cently stated that notwith- 

standing it has been pub- 
lished in the press that ten million 
were unemployed in the United 
States today, as a matter of fact, 
no one knows whether that figure 
is correct or not. He states it is 
his impression that there are very 
many less than ten million out 
of work. I have been trying to 
check up on the General. The 
figures on unemployment put out 
by the American Federation of 
Labor largely concern factory 
hands. The figures put out by the 
Labor Department in Washing- 
ton are very indefinite. Therefore 
the suggestion made by the Gen- 
eral that before we talk so much 
about unemployment we should 
check up and get the actual facts, 
seems to be to the point. As it 
seems impossible to get these facts 
on unemployment, I have given 
up writing an up-to-date article 
on this subject. However, in think- 
ing about unemployment and the 
various plans that have been advo- 
cated and that have been put into 
practice to relieve the situation, a 
number of other thoughts and 
memories have developed in my 
alleged mind. Going back in 
memory over the years, doesn’t it 
seem that there always has been 
unemployment? “The poor we 
have always with us.” I invite the 
older generation to think back to 
conditions as they were when they 
were boys and girls. 

Of course in those days, apart- 
ments as we know them now did 
not exist. Even in cities people 
lived in houses. Here in New York 
on the side streets one can see 
even now endless rows of old- 
fashioned brownstone houses with 
steps that led up to the first floor 
—the service entrance under these 
steps. Today thousands of these 


By SAUNDERS NORVELL 


old houses have been reconstructed 
into modern flats of one floor or 
more. In the smaller cities peo- 
ple lived in their own homes and 
almost every home had _ space 
around it. Every home had its 
lawn and garden. Usually in 
those days there was an alley back 
of the home and at the back on 
this alley were the stables for the 
carriages and horses. As a boy I 
can remember the happy times I 
spent in these alleys, watching the 
negro coachmen caring for the 
horses and cleaning the carriages. 
In these alleys all the negro coach- 
men up and down the block 
gathered together and gossiped— 
mainly about their employers. 


The Days of Bulk Groceries 


Food in those days was bought 
in quantities. Grocers scooped 
sugar, rice, coffee and almost 
everything else out of barrels and 
bins. The day of the packaged 
groceries had not arrived. In al- 
most every home there was a store- 
room. The housekeeper didn’t 
buy from day to,day but from 
month to month and sometimes she 
bought enough staples to last a 
year. In these old time homes 
there was almost always plenty 
of room and room to spare. There 
were rooms in the basement and 
in the attic that were seldom used 
except to store things. There 
were generally several rooms on 
the second floor of the stables. As 
I remember, it was an expansive 
age, with ample room for all. 

Then came the era of apart- 
ments. Surplus rooms disap- 
peared. There was generally just 
enough space for the family. As 
the family grew, larger apart- 
ments were leased, but there was 
no surplus space. Even the fam- 
ily buying changed. The spare- 
room for food disappeared. The 


package era had arrived, and fam- 
ilies bought from day to day. The 
only time the housewife engages 
in the purchase of extra food is 
over Saturday and Sunday. Today 
if an unexpected guest arrives, he 
is likely to find there is nothing 
to eat. In the old days there was 
always plenty, and even if the 
guest remained several days, it 
made no difference. Imagine a 
guest unexpectedly seeking hos- 
pitality in a modern apartment 
and expecting to stay several days. 
Benjamin Franklin in his house 
organ remarked that a fish or a 
guest “smelled” in three days. In 
these modern times a guest would 
“smell” if appearing unexpectedly 
for one meal. 

Now what has all this to do 
with unemployment? Here I will 
continue to elucidate my theme. 
In my childhood days there were 
a number of people who were 
actually unemployed, but never 
knew it. Do you remember “Uncle 
John” who appeared from time 
to time and remained indefinitely? 
“Uncle John” actually was unem- 
ployed. He evidently had nothing 
to do or he could not have loafed 
around so long. But “Uncle John” 
was considered a guest and was 
given bed and board. He devoted 
a large part of his time to enter- 
taining the children. How well 
I remember our “Uncle John.” 
He had been a Confederate soldier, 
and had been wounded in the war. 
He was our hero. How we loved 
his stories. “Uncle John” walked 
with a slight limp and all of us 
knew it was on account of his 
wound. One cold winter night we 
sat around the fire with “Uncle 
John” and begged him to tell us 
how he was wounded. First, of 
course, we wanted to see the scar. 
So “Uncle John” pulled up his 
trouser leg and exposed a long 


HARDWARE AGE 

















— wa_2_ _/4 


> 





m- 
The 
es 

is 
lay 


ng 
jas 


v ee OQ 


ve + ee @— 
















INGERSOLL 


Here’s a wrist watch that your type of store can turn over fast 
at a good-sized profit. A beauty! A sensation! A triumphant 
value! Smarter, smaller, thinner than any wrist watch ever 
before made to sell at $2.95 retail. Choice of fancy or plain 
model. Case finished in non-tarnishing chromium. It has a 
second-hand. And—it offers PLUS value with a choice of a 
new stainless metal band with ratchet or a sweat-proof leather 
strap. Order by the dozen—because with Aero at $2.95 your 
wrist watch sales should surpass even your pocket watch sales. 
Write for FREE displays. And be sure to have stock when the 
watch is announced to the public in Saturday Evening Post, 
in May. Ingersoll-Waterbury Company, Waterbury, Conn. 
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AERO WRIST WATCH 










1S A COMPLETE LINE 





AND A PROFIT LINE 


Model Retailer Consumer 





MOE 60 gw se $ .77 
a are 1.05 
ea ae 1.33 
Aero Plain. .... Z . 2.04 
Rete Paticy ...... 2.04 
Peggy Ingersoll. ... 3.40 
ee ere 3.40 
Dollar Alarm. .... aT 
Ingersolarm...... 1.05 
Radiolarm....... 1.05 
Rs cicaspaiace 1.38 


Mickey Mouse Pocket 1.05 
Mickey Mouse Wrist. 2.04 
Automobile Clock .. .95 

Terms: 2%, 10 days 


$1.00 
1.50 
2.00 
2.95 
2.95 
5.00 
5.00 
1.00 
1.50 
1.50 
2.00 
1.50 
2.95 
1.39 


ORDER NOW THROUGH YOUR 
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scar on the calf of his hairy leg. 
We gazed at this scar with awe. 
“Now ‘Uncle John’,” we cried in 
chorus, “tell us how you were 
wounded.” I regret to say that 
“Uncle John” chewed tobacco. He 
shifted his quid from one side of 
his mouth to the other, wiped his 
bearded lips with the back of his 
hand and began :— 

“It was the night before the 
battle of Shiloh. It was chilly, 
dark and dismal. All of us 
‘Johnny Rebs’ lay around great 
campfires wrapped in our blan- 
kets. We made a cartwheel with 
our feet to the fire and our heads 
on our knapsacks. As the night 
wore on the fires from lack of 
fuel, went down. The air became 
chillier. The sleeping figures 
drew up closer and closer to the 
red embers. Then it happened,” 
said “Uncle John.” “I felt a ter- 
rible pain. I woke up with a 
start and found I had gotten close 
to the fire, straightened out my 
legs and put one of them right 
in the fire. That, children, is the 
way I was wounded at the battle 
of Shiloh.” Well, “Uncle John” 
went down a few notches in our 
estimation. But how he laughed 
at our dismayed faces! 

Then the old timers will re- 
member “Aunt Mary.” She had 
done her work, raised her family, 
and now visited around from one 
relative to another. “Aunt Mary” 
was also one of the unemployed, 
but no one ever thought of that. 
She helped with the sewing and 
the churning. She took care of 
the babies. She was an expert on 
preserving. But in these days if 
our family had lived in an apart- 
ment there would have been no 
room for “Aunt Mary” and she 
would have been one of the unem- 
ployed. 

I also remember how one day 
“Cousin Billy,” 12 years old, ar- 
rived with his carpet sack. We 
had been informed that he was 
an orphan, so we took him over 
and he lived with us for the rest 
of his life. Billy had come from 
one of the country districts. His 
hair was long. His clothes were 
made over from his father’s. He 
had copper tips on his well-worn 
shoes. But mother soon fixed him 
up, and when he had his hair 
cut,“a bath and some of the clothes 
of the other boys in the family, 
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he was a nice-looking kid. Billy 
slept with me for many years. He 
became one of the best-beloved in 
our family. He was gentle, studi- 
ous and kind, and later in life be- 
came the editor of a large metro- 
politan paper. In all my life I 
never knew a more lovable char- 
acter than “Cousin Billy.” He was 
an example to all of us. One night 
I remember “Cousin Billy” did 
not return home until late. He 
was then quite a young man. 
When he finally did come home, 
my mother happened to open the 
front door and there stood Billy 
with a deep cut on his upper lip. 
He was holding a handkerchief to 
the cut to stop the blood. “Why 
Billy, what has happened to you?” 
cried my mother. In a muffled 
voice Billy replied: “An elephant 
hit me with his trunk.” Mother 
was in tears. Evidently Billy was 
intoxicated. But when we had 
cleaned him up and put him to 
bed we found he was all right. 
He had gone to the circus and one 
of the elephants in the circus had 
struck him with his trunk. But all 
his life that blow from the ele- 
phant’s trunk was a joke in the 
family. Billy never lived it down. 
Whenever it was awkward for any 
of us to explain anything we 
would say: “An elephant hit me 
with his trunk.” 


A “Vicious” Circle 


Billy joined Battery A. This 
battery went to a neighboring city 
for a contest. They camped inside 
a race track. Billy and several 
other members of the battery went 
to town. They were’ delayed in 
starting back, and when they 
finally got away it was pitch dark, 
raining hard, and the roads were 
very muddy. They marched and 
marched but could not find the 
camp. Finally, Billy said: “You 
fellows can go on hunting for the 
camp. I’m tired and am going to 
sit on this fence.” So he climbed 
up on the fence and his compan- 
ions continued their march down 
the muddy road. After a while, 
through the darkness, Billy could 
see some dim forms approaching. 
He called out: “Say, is this the 
road to the Battery camp?” 
“Hell,” replied a voice out of the 
darkness, “is that you Billy?” 
Then a light dawned on them. 
They had left Billy on the fence, 


continued to march, and marched 
right back to the same place. They 
had been marching around the 
race track for hours. 

But this was years ago. In those 
days “Cousin Billy” became a 
member of the family. Today he 
would have been on the list of 
the unemployed. 

I might tell many other stories 
about the old times, all with a 
bearing on unemployment. Didn’t 
every family have an old negro 
“Uncle” who did chores about the 
place, slept in the basement near 
the furnace and took most of his 
pay in food and cast-off clothing ? 
There were hundreds of people 
like these who lived around some- 
where and somehow. Today, espe- 
cially in our cities, they would be 
counted among the unemployed. 

Then there were the old people 
—grandma and grandpa. In the 
old days they rocked on the sunny 
side of the porch. Of course they 
belonged there. It was their home. 
No one ever questioned that. To- 
day I am wondering if those of 
us who live in apartments could 
possibly find room for grandma 
and grandpa. Probably they too 
would join the ranks of the un- 
employed. 

As I remember, in the old days 
one would go to the village store 
and always find a lot of men sit- 
ting around the stove in the center 
of the store. They chewed tobacco 
and talked politics. This was the 
peoples’ forum. The passing of 
time to these village philosophers 
was a matter of small moment. In 
these days of chain stores, there 
is certainly no place for the vil- 
lage cognoscenti to gather and 
expound their political or other 
ideas. Chain stores do not en- 
courage philosophical discussions. 
Therefore, these old time gentry 
having been driven out by their 
wives because they were tired of 
seeing them around have no gath- 
ering place. So they too stand out 
in their true light—members of 
the army of unemployed. 

Without any statistics (how I 
hate them) I estimate that about 
10 per cent of our population in 
my boyhood days were always out 
of work, or had no home of their 
own, or were dependent upon 
someone else. Figuring on the 
population today in this country, 

(Continued on. page 101) 
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SHOVEL 


depen on. ith 


STEEL/ 
That's why 


Ingersoll Shovels are 
made exclusively from 








INGERSOLL PROCESS STEEL 


This remarkable steel is rolled to give an inter- 
locking mesh-grain structure of unusual tough- 
ness. It is light in weight—holds its cutting 
edge unusually well—and outwears ordinary 
steel often two to one. 


That’s why 


Every Ingersoll Shovel is a better “buy” for 
the user, and a better “sale” for the dealer. 


That’s why 


The Ingersoll Shovel franchise becomes in- 
creasingly valuable to dealers as time goes on. 


New Type Hollow Back 
Shovel with Rolled Shoulder 


offers these advantages: 

Strengthens blade where most needed... 
slender, graceful socket design . . . light 
weight, made of TEM-CROSS Steel... 
round or square point, black or polished 
finishes (The Alloy, A and B grades, heat- 
treated) ... priced same as regular grades 
of hollow back shovels. 


Write for further information—Address Dept. HA 


INGERSOLL 


STEEL & DISC CO. 
DIVISION OF BORG-WARNER CORPORATION 
NEW CASTLE, INDIANA 


Mu 
New York New England Midwestern ¥ 
Representatives: Representative: Representative: 5 7 = Z A 2 oA 





DUNN & BRYAN, WALTER H. JENKS, Cc. E. BULLOCK, 
44 Murray St., 110 State St., 504, 1030 W. 120th St., 
New York, N. Y. Boston, Mass. Chicago, Ill. 


INGERSOLL SHOVELS 


“‘The Independent Line’’ 
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Wholesalers Fight for Price Differentials 


at Recent NRA Public 


Hardware Code Representatives Endorse Brief Presented 
by Flint Garrison Protesting Against Manufacturers Estab- 
lishing Minimum Prices Without Specifying Price Differ- 
entials Based on Distributing Functions Performed. 


EPRESENTATIVES of the 
R Supplemental Wholesale 

Hardware Code Authority 
attending the NRA Price Differen- 
tials Public Hearing the week of 
March 11, 1935, endorsed the brief 
presented by Flint Garrison repre- 
senting the textile wholesalers. Mr. 
Garrison, chairman of the Whole- 
sale Code Authority presented four 
exhibits composed of data on the 
important size of the wholesale 
trade, a copy of statements made 
at a hearing on Nov. 13, 1933, a 
study of disorders existing in the 
textile field and presented to the 
Attorney General of the United 
States in the summer of 1930, and 
a study of practices employed by 
railroads of the country in the mid- 
dle 80's. 

Should manufacturers’ codes be 
permitted to establish minimum 
prices without specifying a differen- 
tial between wholesale and retail 
outlets, Mr. Garrison declared, “the 
entire wholesale trade of the coun- 
try would be wrecked.” In this 
country, as in no other, he charged, 
there has developed a situation of 
dual selling under which “manufac- 
turers employ the profits of their 
wholesale operations to undermine 
the retail custom of wholesalers”. 
Further, he declared, “inordinate 
and uneconomic” concessions are 
granted by manufacturers to large 
buyers, and wholesalers “individu- 
ally are helpless in the matter”, 
since the anti-trust laws make it 
impossible for a group of whole- 
salers to act in concert to correct 
such conditions. 

Mr. Garrison cited as an instance 
of the situation against which he 
complained sales made by a certain 
manufacturer to a group of chain 
stores at prices 15 per cent lower 
than those quoted to wholesalers. 
This, he declared, was done “de- 
spite the fact that the manufac- 
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turer’s handling costs were higher 
on the chain store sales.” 

Referring to the Clayton and 
Sherman Acts, and the Act creating 
the Federal Trade Commission, Mr. 
Garrison declared: “It is just as 
if Congress had set a series of traps 
for a big, bad wolf; but the wolf 
escaped, and the traps caught only 
the family dog.” 

The differential provided for in 
the wholesale code, Mr. Garrison 
stated, gives wholesalers a recog- 
nized right to perform a demon- 
strable economic function in the dis- 
tribution of goods, and it will 
achieve a result that previous Acts 
of Congress have failed to accom- 
plish. 

To the complaint that the code 
provision would fix prices, Mr. Gar- 
rison pointed out that the manufac- 
turer could “set any price he 
pleased” and move it up or down 
to suit his needs, so long as the dif- 
ferential was maintained. 

Discussing the fear that the pro- 
vision would “establish retail price 
maintenance”, Mr. Garrison assert- 
ed it merely provided that a manu- 
facturer should not sell to any firm 
at a loss, and that it would estab- 
lish “the very condition that the 
Federal Trade Commission is trying 
to bring about.” 

Also, Mr. Garrison stated, the 
provision would not tend to increase 
price of goods to the consumer, 
since “it would not interfere with 
the free flow of goods through eco- 
nomic channels,” and if any whole- 
sale outlet should seek to charge 
too much for a commodity “the man- 
ufacturer would be left free to cor- 
rect this condition.” In many lines, 
the witness stated, it costs the manu- 
facturer more to sell through retail- 
ers than through wholesalers and 
the latter “welcome this competi- 
tion.” 

Replying to the charge that this 


Hearing 


provision for a differential would es- 
tablish a boycott, Mr. Garrison de- 
clared: “The boycott is an ancient 
and honorable means of righting 
wrongs when no other method of 
rediess is available.” The Blue 
Eagle, he asserted, “itself is a form 
of boycott; and one cannot raise 
the cry of ‘boycott’ without impugn- 
ing the actions of the very Govern- 
ment.” 

Discussing the reactions of retail- 
ers to the wholesale code differen- 
tial, Mr. Garrison testified that be- 
tween 50,000 and 100,000 retailers 
had expressed themselves as favor- 
ing the provision, with “50 found 
in approval to one who objects.” 
The only opposition, he stated, had 
come from the National Retail Dry 
Goods Association, which organiza- 
tion, he declared, is composed of 
3,329 store units embraced in five 
national chains, with its other mem- 
bership, numbering 2,149 units, 
composed of large department 
stores, department store groups, lo- 
cal chains and independent owners. 

The total independent member- 
ship in the National Retail Dry 
Goods Association, the witness de- 
clared, represents less than 1 per 
cent of the 243,743 independent dry 
goods and apparel stores in this 
country, and “even all the members 
of the Association do not approve 
its stand in this matter.” 

In concluding his prepared state- 
ment, Mr. Garrison warned that the 
wholesale trade “cannot accept any 
proposal for a six-months’ test of 
this provision”; and he declared 
that “such restrictive and piece-meal 
experimentation would but further 
delay our recovery which already 
has been over-prolonged.” Whole- 
salers, he insisted, are interested 
“solely in this provision, which was 
the only thing that led wholesalers 
to give their assent to this code.” 

Up to now, Mr. Garrison charged, 
the wholesale trade “has not re- 
ceived full cooperation from the 
NRA,” but “has met only inaction 
or the unconcealed opposition of va- 
rious boards to this provision.” In 
conclusion, the witness asked that 
“immediate steps be taken by the 
Recovery Administration “to expe- 
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IN WITH OUR BIG 


MOTHER’S DAY PROGRAM 


@ Mother’s Day is a National gift time—and a Ham- 

ilton Beach Food Mixer, Cleaner or other appliance 
is the modern gift. 
and sales promotion to help you get more of this busi- 
ness. Wide-awake dealers are taking advantage of this 
opportunity. They are preparing to tie in with our 
Mother’s Day program—to use our Special Mother’s 



























We are pointing all our advertising 


Day advertising and mailing material — and 
to make attractive window and store displays of 


Hamilton Beach appliances. 





@ WE ARE TELLING 9,000,000 HOMES 


During the latter part of April and early May our National advertising in 
the May issues of Good Housekeeping, American Magazine, Better 
Homes and Gardens, American Home, and the May 11th issue of 
The Saturday Evening Post will reach 9,000,000 homes. These adver- 
tisements will bring out the selling features of the Food Mixer or the 
Vacuum Cleaner—and will suggest Hamilton Beach appliances for 
Mother’s Day gifts. 


@ FREE DEALER HELPS (— 


Especially prepared Dealer Helps will en- 
able you to tie up with our National ad- 
vertising. 

This big stand-up Display—36” high by 24” 
wide—will drive home the idea of giving 
Mother a Hamilton Beach Food Mixer. 
Free on request. 

A new Mother’s Day circular, with Dealer’s 
imprint, is now ready for dealer distribu- 
tion. Free on request. 

Special mats for your local newspaper ad- 
vertising, similar to our magazine advertise- 
ments, will tie your store up with our 
National Campaign. Free on request. 

All this material carries the Mother’s Day 
gift suggestion. Plan to get your share of 
this business. Send for your dealer helps 
now! They are furnished free. 








© YOUR PROFIT IS PROTECTED 


Hamilton Beach appliances are distributed on our clean-cut Jobber-Dealer 
policy. Department Stores, Public Utilities and Dealers—large and small— 
must buy through a wholesaler. We are 100% for price maintenance—and a 
full profit on every sale. 


HAMILTON BEACH COMPANY, RACINE, WIS. 


HAMILTON BEACH 
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7? No Stock Risk 


Diez Lanterns belong to the staple 
items that you can stock with full confi- 
dence that they will sell . . . make a 
clear profit . . . never require mark- 
downs to move them. 


This brings up a question: Is it better 
to devote practically all of your "front 
stage" display space to new, untried 
items and slow sellers that you want 
to get rid of ... or... to use sub- 
stantial up-front space for sure sellers 
that more people will buy if they are 
reminded by seeing them on display? 
Give Dietz Lanterns a chance to make 
more money for Youl 


R. E. DIETZ COMPANY 
NEW YORK 


MAKERS OF LANTERNS FOR 
THE WORLD . . . FOUNDED 1840 





Output Distributed Through the Jobbing 
Trade Only. We Do Not Sell Chain Stores, 
Catalog Houses or Syndicate Buyers 








dite the application of this provi- 
sion, by Executive Order if need 
be.” 

The reason why certain groups 
get lower prices from manufacturers 
is that they plan one class of con- 
sumers against another and are able 
thereby to hedge on the prices paid 
to manufacturers, Mr. Garrison 
said. He pointed out that there is 
no objection on the part of the 
wholesalers to a manufacturer sell- 
ing direct to a retailer; the objec- 
tion lies when “he combines sales 
to both retailer and wholesaler and 
discriminates between the two.” 

Before the depression, Mr. Garri- 
son, in reply to questions from Dr. 
Thorp, said that wholesalers had 
been feeling the effect of competi- 
tive selling by manufacturers and 
quantity buying by large customers. 
During the depression “there was 
a regular stampede” by manufac- 
turers into direct-selling fields. This 
was largely accounted for by floata- 





tion of large chain store stocks on 
the exchanges, he said, giving manu- 
facturers a “false picture” of the 
economic set-up in the distributive 
field, and preparing an “artificial 
and fictitious” development. Mr. 
Garrison said that “now there is a 
trend back to wholesalers.” 

Mr. Garrison claimed that the 
wholesale differential was not an 
operating differential but a partial 
stop-loss provision. Any differential 
so far contemplated is not large 
enough to cover all wholesale oper- 
ating costs. “What we insist upon,” 
he declared, “is a functional com- 
pensation. We want to establish a 
means by which wholesalers can 
agree to do business with manufac- 
turers who compensate them and 
refuse to do business with those who 
do not.” 

“If the independent retailer is to 
survive,’ Mr. Garrison said, “then 
wholesalers must survive. The two 
are definitely linked together.” 





NRA Has Lost Prestige 


(Continued from page 86) 


ration of such a definition would 
give it legality in the event it con- 
flicts with the commerce clause of 
the constitution, but it would afford 
a “go ahead” sign and permit NRA 
to proceed pending court test with 
even greater supervision of business 
and industry. The bill would per- 
mit the Administration to determine 
whether certain service industries 
and industries ordinarily regarded 
as intrastate should come under 
NRA and it may be safely ventured 
that once this discretion is left to a 
government bureaucracy its deter- 
mination would embrace all busi- 
ness and industry which NRA felt 
it could handle. It has found it 
cannot handle many service codes, 
though some of its members want 
to attach them to its kite in the face 
of past failures. But Mr. Richberg 
has indicated he would like to drop 
service codes. ; 

The bill directly declares against 
price-fixing and monopolistic prac- 
tices with important reservations. It 
would continue price fixing for raw 
resource industries, and price fixing 
and production control would be al- 
lowed to protect small industries 
and prevent unfair competition, 
whatever this means. 

After all, however, these simply 
are provisions ina bill, hastily 
drafted, judging from its obviously 
loosely drawn character. Its spon- 
sors, some of whom are lukewarm 


in its advocacy, have plainly stated 
that extensive modifications will 
not be opposed. And _ extensive 
modifications will be made. Its in- 
troduction brought sharp reaction. 
Merely as an example, Senator Bor- 
ah, commenting on the phrasing of 
the bill, condemned it as “a con- 
fused, incoherent and contradictory 
bill.” His criticism may have been 
too strong but certain it is that even 
its supporters admit it needs much 
clarification and that it will be con- 
siderably modified and some of its 
teeth drawn. 

It will be modified in all proba- 
bility, removing all price fixing de- 
vices, except for raw resource in- 
dustries. There probably will be a 
partial restoration of the anti-trust 
laws, or at least some provision to 
satisfy growing complaints, unjusti- 
fied as some of them are, that NRA 
has encouraged monopoly and sup- 
pressed small enterprise. There 
probably will be continued trade 
practice provisions against cut- 
throat competition, but there will be 
less price protection than hereto- 
fore, never intended by the law 
originally to go to the extent it did 
go under code construction. There 
may be less seen in the way of pro- 
visions as to differentials, “quantity 
extras,” loss’ leaders, resale price 
maintenance, etc. Modifications in 
this direction, if not by law itself, 

(Continued on page 103) 
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Main Street 
Modernization 


(Continued from page 53) 
feels crowded by the merchandise. | 

In the rear of the store are two | 
large warehouses that provide ade- 
quate storage facilities. In addi- 
tion there is a six-car garage for 
housing the delivery fleet and for 
making minor automotive repairs. 
A rear drive to the back of the 
store eliminates the problem of 
street parking and loading. 

The operation of this new store 
has meant a tremendous expan- 
sion for W. C. Fleck & Bro., Inc., 
and at the same time indicates a 
firm faith in the continued revival 
of the country’s business. Em- 
ployment has increased 20 per 
cent. Yet in spite of the increased 
size of the new store as compared 
to the old one, a smaller stock is 
carried in all items except those 
that are wholesaled. The greater 
display area permits most of the 
stock to be kept in front of the 
customers, and accordingly results 
in a much better turnover. 

With all plans for expansion, 
however, careful consideration has 
been given to the potential busi- 
ness that can be expected from the 
territory served. Consequently, 
the expansion of the business 
facilities has not been mere hap- 
hazard guess-work, but a carefully 
planned and sound policy. The 
increase of business during Janu- | 
ary and February, two particularly | 
dull months, indicates a future | 
business volume completely justi- | 
fying the progressive steps taken; 
and not only the management but | 
the town itself has a store that it | 
will be proud to compare with | 
any hardware establishment in the | 
country. | 








Independent Register 
Catalog No. 35 G 


Independent registers, ventilators and 
grilles are illustrated and described 
in the company’s catalog No. 35 G. 
Contains twenty-four pages of data on 
colors, sizes, etc. Independent Regis- 


ter & Mfg. Co., Cleveland. Ohio. 
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REAL MONEY 


SCREW PLATES 

















That has been the ex- 
perience of all dealers 
who handle“O.K. Jr.” 
Screw Plates. Some 
previously thought 
that screw plates were 
a dead item. Now, 
they are surprised at 


the big amount of 


screw plate business they’re getting. And, best of all, it’s 


increasing every day. 


Naturally, there’s a reason for this: “O.K. Jr.” Screw 
Plates are geared to the times. They’re of the usual 
“Greenfield” high quality — but simplified in design to 
keep the price down to a figure that people can afford to 


pay today. That’s why thousands have been sold in the 


past two years. 


“O.K. Jrs.” that 


will exactly meet your trade’s 


There are 


particular requirements—from 
the simple, inexpensive handy 
set, retailing at $2.50 to more 
elaborate sets for general- 
purpose use, garages, repair 
shops, etc. Get your share of 
this profitable business. Details 
are well worth asking for— 
write us or ask your jobber. 





















TAPS, DIES, 
TWIST DRILLS, 
REAMERS, GAGES, 
SCREW PLATES, PIPE 
TOOLS; SCREW 
~ EXTRACTORS 


in Stocking the 





CORPORATION 









GREENFIELD. 


New York: 
Chicago: 
Detroit: 


GREENFIELD Eo AND DIE > 


MASS., U.S.A. 
15 Warren St. 

611 W. Washington Blvd. 

228 Congress St. W. 


Canadian Plant: Greenfield Tap & Die Corp. of Can. Ltd., Galt. Ont. 
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SPRINKLERS 
FOR EVERY 


PURPOSE / 


There is more to sprinkling a lawn 
or garden than just merely pouring 
water on it—new grass and tender 
plants require a gentle penetrating 
mist, older lawns, plants and shrubs 
Q f with their deeper 
roots take a heav- 
ier soaking. 





The W. D. Al- 
len Mfg. Co. make 
nearly 100 differ- 

ent types of 
™ Sprinklers, Noz- 
zles, Sprays and 
kindred items. Among them are such 
items as the following: 


The “Anaconda” has proven itself to 
be one of our most popular sprinklers 
—attractive in 
appearance, built 
for long service, 
efficient in oper- 
ation and priced 
for ready sales. 


“Allen Ball 

Bearing” is out- 

standing for its 

ease of operation — it revolves with 

the slightest water pressure. The 

solid cast brass turns on grease packed 

ball bearings with absolutely no leak- 

age around the head. Ideal for low or 

= =, irregular water 
pressure. 





The “Dew 
Drop” is still 
another popular 
revolving type 
sprinkler. It de- 
velops a_ satu- 
rating spray and operates well with 
any water pressure. Its blade-like 
sprinkler head of heavy stamped brass 


Turner Dug Up a Profit Line 


(Continued from page 61) 


a porcelain pot with a plant 
already in it. 

Larger plants, like the straw- 
berry begonia and the amaryllis 
are sold in plain red flower pots 
at prices ranging from fifty cents 
up. Many of the pots are made 
more attractive by giving them a 
coat of heavy red enamel. 

The demand for plants suitable 
to be used in outside rock gardens 
offers possibilities for a tremen- 
dous spring and summer business. 
Among these varieties are carol 
bells, candytuft, phlox, mountain 
pink, yellow alysium and dwarf 
iris. For display, Mr. Turner 
uses large shallow boxes filled 
with peat moss. The above plants 
are simply stuck into this bed 
until sold. When selling one of 
these plants to a customer, he 
merely lifts the plant out with a 
little moss around its roots and 
puts it in a paper bag. The cus- 
tomer is urged, of course, to im- 
mediately replant the purchase in 
his garden. 

Then there are vegetable plants 
such as the tomato. Mr. Turner’s 
initial order for this spring in- 
cludes over two thousand tomato 
plants. 

Obviously, a knowledge of plant 
life and habits is a decided asset 
in making a success of handling 
such items. Even for the novice, 
however, a knowledge of plant 
habits grows quickly. 

There are numerous side lines 


that plant buyers want. For best 
results they must be on display 
near the plants themselves. There 
are plain flower pots of all sizes, 
painted porcelain pots of all 
shapes, watering cans, sticks, pot 
holders and hangers, and all kinds 
of gardening tools. Don’t forget 
peat moss and fertilizers of all 
kinds; commodities sure to be 
asked for by the garden-minded. 
Then there are various kinds of 
indoor gardens, such as the ter- 
rarium, or sweat garden—things 
that are sure-fire winter sellers. 

During each year there are 
several definite holiday periods 
when plant sales are certain to 
reach a peak—such seasons as 
Christmas, Easter, Valentine’s 
Day and Mother’s Day. Spring, 
of course, is one long peak season. 
Mr. Turner has found, however, 
that with good displays and a 
good stock on hand, plants will 
more than pay for their keep dur- 
ing every season in the year. In- 
cidently, his hardware sales, ex- 
clusive of plants and sundries, 
last year averaged over 30 per 
cent above his sales during the 
year before. Just how much of 
this rise has been due to the tre- 
mendous increase in the cus- 
tomers attracted because of his 
plant wares, he cannot say; but 
he feels sure that a good propor- 
tion of his greater business activity 
is directly due to the power of 
his plants as a customer-pulling 
medium. 








box. The company offers a hand lettered 
display card measuring 12% by 17 in. for 
showing model “C”. It is fitted with a 
double wing easel and holds one model 
“C” pinking shear, together with a sample 
piece of pinked material. Model A costs 
dealer $4.50 per pair for three pairs or 


Wiss Pinking Shears 


Wiss Pinking Shears are offered in two 
models—one for heavy duty the other for 
light work. Model C, illustrated, list 
$4.95, for light work is of special high 
carbon steel, with teeth carefully hard- 
ened, tempered and adjusted. High lustre 
nickel finish. Overall length 9 in., length 
of blade 3% in. Packed in attractive in- 
dividual box. For pinking and cutting 
dress jerseys, rayons, crepe paper, etc. 
Model A, list $7.00, for heavy duty is 
for swatching and sampling heavy silks, 
airplane cloth, etc., and for use wherever 
heavy duty pinking is required. Has 
carefully tempered replaceable chrome 
steel blades fitted on cast aluminum body. 
Weight 14 oz., length 11 in with 4% in. 
length of blades. Packed in individual 


is unusual in design. 


FREE These and many other 


Sprinklers, Sprays and Nozzles are 
fully described in our big 1935 catalog. 
Send for your free 
copy today. It will 
help you increase 
your sales. 







W.D. ALLEN MFG. CO. 


more, less than three pairs costing $5.00 
each. On model C dealer cost is $3.30 
per pair for three pairs or more, $3.75 each 
for less than three pairs. J. Wiss & Sons 
Co., 33 Littleton Ave., Newark, N. J. 


566 WEST LAKE ST., CHICAGO, ILLINOIS 


69 WARREN ST. NEW YORK, NEW YORK 
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Modern Apartment 


and 
The Unemployed 


(Continued from page 94) 


more than 120,000,000, that 
would give us a leeway of 12,000,- 
000 out of work, just to be in line 
with conditions in the old days. 
But the difference these days is 
that when you are out of work 
today you are out of work. There 
is no question about it. Unless 
you are getting your weekly pay 
envelope you are out. This re- 
minds me of two friends of mine 
who, in a recent reorganization, 
lost their jobs. One of them some- 
how had the idea that he was still 
connected with the old concern, 
and from time to time personally 
or by mail offered his advice to 
the new management. The other 
was silent. Finally, one day these 
two old employees met and talked. 
They argued a bit. The silent one 
said to the other: “You know, my 
friend, in some respects you and 
I are alike, but in others we are 
entirely different.” “How is that,” 
asked the other. “Well,” replied 
the first fellow, “you are out and 
I am out. In that respect we are 
alike. But I know I’m out and you 
don’t. That is where we differ.” 
“Cousin Billy,” when his parents 
died, was out in the world, but at 
the same time he found himself in 
our family. Today he probably 
would have been out, with no 
question about it. 

Well, what are we going to do 
about it. Here I have a grand, 
original suggestion, and I can al- 
ready hear the applause coming 
from all parts of the United 
States, in fact the world. Suppose 
every family in the country that 
has spare room, extra food and 
some old clothes in closets or 
trunks, should adopt one of the 
unemployed. What a dent that 
would make in the total number 
of unemployed. Think of all the 
families in the country who even 
today, under present conditions, 
regardless of the apartment dwell- 
ers, have spare rooms, spare food, 
and spare clothing. Now I know, 
of course, you will laugh at any 
suggestion such as this, but in my 
judgment this is more practical 
than any plan to share the wealth 
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E xpeRIENCED users have no time to 
waste on poor glass cutters and novices 
cannot afford to risk breakage of glass. 
Sell Red Devil No. 024 to both 
for best results. It cuts quicker— 
smoother—and lasts longer— be- 
cause the wheel is made 
by exclusive Red Devil 
precision machine proc- 
ess from special alloy 
steel. Handle is cor- 
rectly shaped to be easy 
on the hand. 


GLAZIERS Sold From the Counter 
POINTS Display ‘Holding, Twelve 


Sc Packages with 
Point Driver in Each, 

Se Display Container 
Packages Holds 12 Packages. 


LANDON P. SMITH, Inc. 
IRVINGTON, N. J., U. S. A. 


GLASS CUTTERS - GLAZIERS’ POINTS - GLASS PLIERS 
PUTTY KNIVES - WOOD SCRAPERS - LAWN SPRINKLERS 











$5.~ METAL 
LY] DISPLAY RACK 
Dy WHILE 1000 LAST 


With an order of only 
500 CLOPAY SHADES 
—You Can Sell Them in a Week 


50% CLEAR PROFIT 
.. . FREIGHT PREPAID 
On Every Deal 


Get Details from your Jobber at once . 
or write direct to 


CLOPAY CORPORATION 


1414 YORK ST., CINCINNATI, Ohio 
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Behind every Morse tap, cut- 
ter, aie, reamer and drill is the 
reputation for quality which has 
been building and strengthening 
for 7O years. 

No sounder purchase can be 
made today in the metal cutting 
field than a genuine Morse Tool. 

A complete stock of Morse 
Tools is a powerful force in 
keeping your business growing. 





THE MORSE LINE 
Includes | 
High Speed and Carbon ARBORS, CHUCKS 


DRILLS, REAMERS COUNTERBORES 
CUTTERS MANDRELS | 
TAPS and DIES TAPER PINS 
SCREW PLATES SOCKETS, SLEEVES 


MORSE 
TWIST DRILL & MACHINE CO. 
NEW BEDFORD, MASS., U.S.A. 
CHICAGO STORE: 


e 570 WEST 
RANDOLPH STREET 


NEW YORK STORE: 


92 LAFAYETTE STREET 
| 
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of the country. It is more prac- 
tical than the plan of our friend 
Huey Long, or that of our friend 
Townsend who wishes to put all 
of us who reach 60 years of age 
on a pension. 

I have had opportunities to 
study the unemployed at first 
'hand. The trouble with most of 
‘them is that even if they are 
| offered work they won’t work. 
They get the habit of slacking. 
The idea is, so they will explain, 
the less work they do the more 
work there will be for someone 
else. When we had our great 
snowstorm in New York the un- 
employed were put to work shov- 
eling snow. It was a joke to watch 
them work. They managed to get 
cigarettes and they smoked. They 
gathered in groups and talked. 
The only way any work could be 
gotten out of them was with the 
steam snow shovel. They had to 
keep up with that. 

In our county they were put 
to work in the public parks. I 
have often wished I had a camera 





so I could take their pictures rest- 


ing on their shovels, hoes and 
rakes. 

Then when the unemployed are 
paid cash every week, either for 
imitation work or for not work- 
ing at all, it takes a lot of people 
just to check them up. Today in 
this country we have an army of 
people ostensibly looking after the 
unemployed. It is estimated that 
it takes one person to check up 
every ten unemployed. In other 
words, if there are 10,000,000 un- 
employed in the country, then to- 
day there are 1,000,000 people in 
charge of feeding and housing 
these unemployed. Then there are 
all the bureaus in Washington. 
They must be paid salaries. What 
an enormous bill for the taxpay- 
ers to pay, because in the end all 


|of it must be paid for. The Gov- 


ernment cannot go on borrowing 
forever. There is sure to come a 
day when settlement must be 
made, and that settlement will 
come out of the taxpayers. 

I have to smile when I read 
Huey Long’s “share the wealth” 


| program. In every family where 
‘there are several children, if on a 


Saturday you gave each child a 
dollar without any instructions, 


_what would you find out the fol- 


lowing Saturday? Some of the 


children would have spent every 
cent of their dollar by the follow- 
ing Monday. Some of them would 
still have their dollars. If you 
gave them another dollar the fol- 
lowing Saturday the result would 
be the same. The same children 
would spend and the same chii- 
dren would save. This is human 
nature, and you can’t get away 
from it. If all the wealth of the 
country were distributed in 1935, 
by 1936 you would have to have it 
redistributed. 

In a family I know well there 
was one member who was always 
broke. The other members of the 
family were always helping him 
out. It didn’t take any selling 
ability to sell this fellow a gold 
brick. His faith in human nature 
was infantile. He would buy any- 
thing. Finally, the head of this 
family, a rich man, died. He 
divided up his money equally 
among all of his children. Within 
one year this particular son had 
bought a gold mine and lost every 
dollar of his inheritance. He is 
again being supported by the rest 
of the family. The old gentleman 
who died should have known bet- 
ter. He should have left this son 
his estate in trust, with a monthly 
allowance. 

I have another suggestion that 
to me is even more practical. As 
the men in the families have to go 
to their own work every day, they 
of course could not superintend 
the work of these adopted unem- 
ployed. Therefore, laws should 
be passed to place every adopted 
unemployed who is taken into a 
family, under the government and 
direction of the women in that 
family. Now let me say, in pass- 
ing, if this idea is adopted there 
will be no question about these 
gentlemen earning their board. 
When a woman is an energetic 
worker herself, I have always 
found that she is one of the finest 
directors of work there ever was. 
A hard-working woman has direc- 
tion. She is not like the grass- 
hopper who has great energy, but 
judging by his jumps has no sense 
of direction whatever. 

An unemployed under the aver- 
age American housewife would 
work or his supply of food would 
soon be cut off—and the handling 
of the unemployed would cost the 
Government nothing! 
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NRA Loses Prestige 


(Continued from page 98) 


are in the cards for its new admin- 
istration. There likely will be less 
restriction on controlled production. 
The Administration is much more 
considerate of the Congressional 
feelings than heretofore. It was 
afraid for awhile that NRA might 
be given the ax. Then organized 
labor bucked up for sometime 
against NRA. Its leaders said they 
got nothing out of it; that Section 
7-a was not enforced; that organized 
labor demands for equal represen- 
tation with industry on NRA was 
disregarded; that it was getting no- 
where in its demands for represen- 
tation on all code authorities, etc. 
For awhile there was a real breach 
between the White House and or- 
ganized labor over their differences 
on these and other matters. 
Suddenly a change came about. 
It came to light with the announce- 
ment of the President that the Na- 
tional Industrial Recovery Board 
was to be increased from five to 
seven members, that Donald R. 
Richberg was to be its temporary 
chairman, and that Philip Murray, 
Vice-president, United Mine Work- 
ers, was to be a member of the 
board. Thus with Sidney Hillman 
organized labor was given two mem- 
bers, while A. P. Witherhow, former 
steel maker, was named as an in- 
dustrial representative on the board, 
and with A. D. Whiteside, now re- 
signed, made the second member 
reflecting the view of industry. 
Organized labor is said to have 
arranged for this new set-up in re- 
turn for Administration support of 
the Wagner labor disputes bill. The 
bill follows closely the ideas of or- 
ganized labor. It would establish 
a National Labor Board with su- 
preme powers over all labor dis- 
putes. Its decisions would be final 
except that as to findings of facts 
based on evidence laid before it, for 
they could be reviewed by the Court 
of Appeals. The bill calls for the 
majority rule, which organized la- 
bor insists on. It would abolish the 
“company dominated union” and all 
company unions, or employee rep- 
resentation plans, being anathema 
to organized labor it is suspected 
they would generally be held to be 
“company banned” and _ ordered 
abolished. This, of course, would 
mean countless court cases for re- 
gardless of provisions of the Wagner 
bill there would be appeals to reach 
the highest courts of the land. And 
no doubt much more New Deal leg- 
islation would be battered about by 
them. The Wagner bill, however, 
gives every prospect of being en- 
(Continued on page 112) 
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FITLER ROPE 


For over a Century and a Quarter men 


e | 
8 ore Ce who have wanted a good rope have bought 


Fitler Rope. 


1804 


On land and sea . . . and in the air, where- 
ever rope is used, Fitler Rope provides that 
extra margin of Strength, Durability and 
Safety that has won Satisfied, Enthusiastic 
Customers for the dealer. 


*- 


Fitler Manila Rope is made with painstak- 
ing care of selected Long Fibre Pure 
Manila Hemp and treated with Special 
Lubricants and Preservatives to resist in- 
ternal friction and all kinds of weather. 


Display and Sell the famous Fitler trade 
marked Rope. It means dependable rope 
and increased sales for the dealer. 


The EDWIN H. FITLER Co. 


Philadelphia Cordage Works 
Established 1804 
Main Office and Warehouse 


PHILADELPHIA, PA. 





New York City, N. Y. New Orleans, La. 
55 Vandam St. 628 S. Peters St. 
Chicago, Ill. Houston, Texas 

222 West Kinzie St 1201 Commerce St, 





DAZEY LEADERSHIP 


Gomtiwoar Is No 
Accident 


— THATS HOW! 
THINK of it—practically 90% of all family 








GOT MINE! 

churns sold today by dealers are DAZEY 
CHURNS! Such amazing dominance doesn’t 
just happen. The most powerful and most com- 
prehensive of advertising or selling campaigns 
cannot force acceptance so nearly universal. Such 
extraordinary leadership in sales is possible only 
when equally outstanding leadership in quality 
has been steadfastly maintained for many, many 
years. That and that alone is the basic reason for 





Sold Only a seenios oo mae of DAZEY 
HURNS — reason enough, 
Through too, why no dealer who sells 
JOBBERS churns can afford to be with- 
AND out a complete line of 
DAZEYS. And don’t forget 
DEALERS that the extension of power 


lines into rural communities 
has created a venhedtel opportunity for DAZEY ELEC- 
TRIC CHURNS, both to new users and for replacements. 


ORDER FROM YOUR JOBBER 
A SIZE FOR EVERY NEED 
2 quart to 10 gallon capacity. Hand or Electric Operation. 


DAZEY CHURN & MFG. CO. 


4301 Warne Avenue 
St. Louis Missouri 











Quality Electric Clocks 





should Receive Sales Emphasis 











HE advisability of pushing 

the better quality electric 

clocks is clearly demonstrated 
by a recent analysis of goverument 
clock production figures for the 
seven-year period, 1927 to 1933, in- 
clusive. Electric clock production 
first attained significant volume in 
1927, when clocks having a manu- 
factured value of $1,621,212 were 
produced. Due to wide public ac- 
ceptance. production jumped to $5,- 
193,243 in 1929. The record high 
point in electric clock production 
was reached two years later, in 1931, 
when a factory value total of $12,- 
904,750 was achieved. This figure 
represented 63.3 per cent of the 
value of clocks of all types manu- 
factured during the year. 

In 1933, production value had 
dropped sharply to $4,793,315, ac- 
counting for but 42.3 per cent of the 
value of all clocks produced during 
the year. This sharp drop repre- 
sented a definite swing in consumer 
demard away from electric clocks. 
The marked decline cannot ac- 
curately be attributed to the depres- 
sion. as production of other new 
lines not having greater consumer 
appeal have shown consistent gains. 

As is shown by the accompany- 
ing table and chart, the decline in 
the number of clocks produced was 


period 
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Illustrating the pro- 
portionate values in 
which various types 
of clocks were manu- 
factured from 1927 
to 1933: The first 
group, “Clocks, 
total,” shows produc- 
tion figures in mil- 
lions of dollars for 
the years indicated. 
The remaining three 
groups of blocks 
show how produc- 
tion of alarm, elec- 
tric, and all other 
clocks except alarm 
and electric, fluctu- 
ated within that 
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© One of the best sales helps ever offered to paint 
dealers is the new Lowe Brothers Pictorial Color 


Chart. It eliminates all guessing about color 
schemes for exteriors and interiors. In this chart 
are full color illustrations of many types of houses 
and every kind of room—all painted with actual 
paint. 

We're using a liberal amount of space in leading 
national magazines and national farm publications 
to tell all prospective paint buyers about this serv- 
ice available through all dealers in Lowe Brothers 
products. These publications reach practically 
every good home in your territory. 

Then in addition to the Pictorial Color Chart 
we provide many more tried and proved “dealer 
helps.” New window trims, new window stream- 
ers. Effective booklets and folders which we mail 
direct to your prospects. And we supply you with 
newspaper advertisements all ready to run. 

It will pay you to get full details about the 
Lowe Brothers proposition. The Lowe Brothers 
Company, Dayton, Ohio. 


LeveP Brothers 


PAINTS « VARNISHES 
Quality Unsurpassed Since 1869 
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I. 
FEELS UPSET BECAUSE WOMAN CUSTOMER CALLED HIM A DUMMY 
AND LEFT STORE IN RAGE 











2. S 
WONDERS WHY SHE INSISTED ON A BISSELL AND WOULON'T 
ACCEPT ANY OTHER SWEEPER 














. 
3. 


REMEMBERS OTHER CUSTOMERS FELT SAME WAY. DECIDES HE'D 
BETTER GET IN A STOCK OF BISSELLS 




















Ni 
MARVELS AT BISSELL’S QUICK TURNOVER AND HIGH PROFIT 
SUPPORTED BY GOOD MARKUP WITHOUT OFFSETTING MARKDOWNS 








S. 
REJOICES BECAUSE UNUSUAL CUSTOMER SATISFACTION OF 
BISSELL BUILDS GOOD WILL FOR HIS STORE 








6. Wide-awake merchants recognize the Bissel as a sure-fire 
attraction all the year round, They know it is the only 
sweeper backed by consistent and sizeable national ad- 
vertising. They realize that its proved worth always results 
in unusual customer satisfaction. Write today for the 
complete Bissell story. It will pay you—as it has others. 


BISSELL CARPET SWEEPER CoO. 


Grand Rapids, Mich. 
New York Office and Export Dept., 46 W. Broadway, New York 
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“We Don’t Sell Him Either” 


BUT--- 


MR. HARDWARE RETAILER:- 
What good does that do you? 


Wholesale Hardware distributors stra- 
tegically situated thruout the land, intelli- 


gently interested in your needs, have our 





correctly priced Tools, in the selling sizes 





and items only, all set up for conveniently 





offering to your public as values people 
are willing to pay... and are buying acu 
offering a margin that brings you a profit 


because you can sell these Tools. 


ASK YOUR JOBBER 


See our price-tags 
Note their helpful wording 


— our second century — 


The PECK, STOW & WILCOX CO. 
Southington, Connecticut 


SELLS ON 












Because it 
NEVER NEEDS SCOURING! 


Have you ever known a woman who liked 
to scour skillets? 


We haven't either! 


These Modern, New EVEREDY FRY PANS 
wash as easily and quickly as glass and 
china. They save hands... save time. 


YOU GET OVER 50% MARK-UP on 
EVEREDY SKILLET Deals. And plenty of 
Advertising and Display helps . . . FREE. 


Ask your jobber for this Live 
Money Maker—or write direct to 


THE EVEREDY COMPANY 
Frederick Maryland 


EVEREDY 


CHROMIUM PLATED 


SKILLETS 
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small in comparison with the de- 
crease in dollar value. This indi- 
cates that clocks of smaller unit 
value were made in 1933. In brief, 
there seems to be ample evidence 
that this flood of electric clocks of 
inferior quality had a damaging ef- 
fect on the confidence of consumers 
in the product. The foregoing were 
the important findings of the an- 
alysis as made by The Jewelers’ 
Circular-Keystone, which is being 
cited by special permission. 

Much of the job of regaining the 
public’s whole-hearted respect for 
electric clocks can and should be ac- 
complished by dealers. Dealers can 
explain that there was an era in the 
manufacture of electric clocks when 
irresponsible manufacturers sprang 
up overnight. Many of these mak- 
ers were not the kind to worry about 
producing a reliable and _ satisfac- 
tory clock. Their chief concern was 


price, and quality naturally suffered. 
More often than not there was no 
provision made for the lubrication 
of such clocks, and after a few 
months of service they became noisy 
and finally burned out. 

About the time these inferior 
clocks began stopping, it is esti- 
mated that more than fifty manu- 
facturers of them went out of busi- 
ness. Consumers who had _pur- 
chased clocks of this type had no 
recourse, nor did the dealer who 
had sold them. After an experience 
of this nature, it is natural that the 
consumer is somewhat skeptical of 
electric clocks. Consumer con- 
fidence can be regained if dealers 
will relate the facts as here given, 
and will in addition, confine their 
electric clocks selling to clocks of 
known quality, as produced by 
reputable manufacturers who are 
likely to stay in business. 





Electric Clocks 


Year Number 

1927 87,333 
1929 442,473 
1931 3,797,499 


1933 2,006,252 


Per Cent of 
Value Value of All Clocks 
$1,621,212 5.8 
5,193,243 20.3 
12,904,750 63.3 


4,793,315 42.3 


Strong for Safety League 


PertH Ampoy, N. J.—When we 
received the first announcement 
about the Three-In-One Safety 
League from the Three-In-One Oil 
Company, we were not greatly im- 
pressed, but we finally decided to 
sponsor the movement locally. We 
ordered several hundred of the 
safety test blanks, and also arranged 
for the local newspaper to publish 
the news story supplied by the 
League. In response to that story 
children began coming into the 
store by the dozens. Their enthusi- 
asm was contagious and I became 
interested. A member of the police 
force in charge of the Safety Coun- 
cil requested 500 safety test blanks 
for his own use. He declared that 
he could notice a difference in the 
behavior of the children on bicycles 
and roller skates after they were 
made members, and were made to 
feel that they had definite safety 
rules to observe. 

We have managed to keep pa- 
rents continuously interested in the 
League through stories in the news- 
paper and it is true that Perth Am- 
boy is especially traffic-conscious. 
S. G. Levine, as president of this 
company, and of the Lions Club, 
is particularly interested in safety 
work. Because of his interest, the 
Lions have interested themselves in 
the School Traffic Council which 


deputizes boys to help with the pro- 
tection of other children to and from 
school. This organization meets 
every month under the supervision 
of the police department and of 
Lions’ representatives. We plan to 
have the secretary of the Three-In- 
One Safety League address this 
group in the near future to fur- 
ther enlist their cooperation. 

Any venture that brings large 
numbers of children into a store 
is bound to have benefits for at 
least several of those children will 
carry a message to parents about 
the merchandise displayed. The 
power of children in the sales set-up 
is a great factor in modern mer- 
chandising. The youngsters wield 
a great influence as to what and 
where parents buy when their en- 
thusiasm has been solicited and won. 
Parents, too. are inclined to be fa- 
vorably disposed toward any organ- 
ization or business which shows 
some mark of favor to their chil- 
dren. Especially at the pre-Christ- 
mas season was this evidenced. I 
think that we can definitely point 
to some of the increase in our sales 
as the direct result of the feeling 
this League has inspired in fathers 
and mothers. 


R. D. Howe tt, Sec’y-Treas. 
Perth Amboy Hardware Co. 
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To the experienced architect or builder no sash cord 1s 
too good. One replacement job makes cheap cord cost 
more than Samson Spot Cord. More than forty years of 
adherence to one quality standard—one grade—one name 
and trade-mark has established Samson Spot Cord as the out- 
standing dependable value. For permanent buildings Samson 
Spot Cord is almost always definitely specified. By carrying it 
in stock you will get profitable business. 


Where a moderate priced window cord is suitable, and for an 
especially good clothes line, we offer Phoenix—a real sash cord 
and good value. Phoenix is made all yarn construction, firmly 
braided, smoothly finished and has a minimum of stretch 
Phoenix may be stocked for both sash cord and clothes line use. 
It costs a little less than Spot Cord but is dependable quality 
at a modest price. 


We make cotton twine and all kinds of braided 
cord for various uses. Write for catalogue. 


SAMSON CORDAGE WORKS 


Boston, Massachusetts, U. S. A. 





APRIL 11, 1935 














These Display Cards Will Sell 
Your Customers On The Many 
Big Uses For PLASTIC WOOD 


Replace Wood Rot 
Cracks Under Paint 
, Loose Casters 
Boat Repairs 
Broken Balusters 
Leaky Window Frames 
Loose Drawer Pulls 
Cracks in Cement, Stucco 
Broken Moulding 
Pattern Making Correcting Mistakes 
Hiding Nicks Loose Bathroom Fixtures 


MORE ADVERTISING IN 1935 
Plastic Wood is nationally known and nationally advertised to the 
consumer—such magazines as Collier’s, Saturday Evening Post, 
Liberty, Good Housekeeping, Popular Science, Popular Mechanics, 
Yachting, Motor Boating, Hobbies, Scouting, Outdoor Life and 
numerous others, tell the Plastic Wood story every week of the 
year. Tie up with this increasing publicity by using these valuable 
cards. They will sell more Plastic Wood for you. 
IN CANS AND TUBES 

Plastic Wood is actual wood in putty form—when dry it is hard, 
permanent wood—comes in air-tight cans (14 Ib., 1 Ib., 5 Ib.) and 
tubes. Comes in nine different colors: natural, white, oak, walnut, 
light mahogany, dark mahogany, cedar, gum and ebony. 


The A. S. Boyle Co., Inc., 1934 Dana Ave., Cin., O. Dept. HA-4 
SEND PLASTIC WOOD DISPLAY CARDS 
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Broken Furniture 

Fill Old Screw Holes 

Fill Drainboard Cracks 
Cover Countersunk Screws 
Fill Holes Around Pipes 
Patch Auto Tops 

Repair Old Furniture 
Baseboard Cracks 

Broken Toys 








A HIGH MARK-UP 
PLUS QUICK TURNOVER 


HAMMOND Products carry the 
largest mark-up allowed on any 
nationally advertised line of gar- 
den chemicals They are 
movers, too. For 60 years, 
have been known to farmers 
gardeners as dependable ! 
This year, our advertising is more 
extensive than ever before includ- 
ing farm journals, garden maga- 
zines and newspapers with garden 








departments. 
NO-CROW 
Crow and Animal Repellent 
Will be liberally advertised in farm 
papers. An excellent Spring item. 
Get in touch with us immediately; 
we're prepared to make quick 
shipment. 
SLUG SHOT 
2 Forms—Powder and Liquid . 
Combines Pyrethrum, Rotenone, stabi- 
lized by our own patented process, to- 
gether with an effective fungicide. 


GRAPE & ROSE DUST 


for the control of Black Spot and Pow- 
dery Mildew on Roses. Needed in every 


garden. 
DOG SKAT 


This new item has made a great hit with 
home owners. Repels dogs and cats. Comes 
in tubes, easy to display, and a fast seller. 
Write for wholesale and list prices and de- 
tails of our 1935 merchandising program. 


HAMMOND PAINT & a, co. 
46 Ferry St N. Y. 








Look for the Arm-and-Hammer 






GB 
Receding ar ame 





s with 
“Backed-Off” 
Alloy Steel 
CHASERS 


Sell one of these 
improved Thread- 

ers and you will 
have another ‘booster,’ for they cut per- 
fect, smooth threads; cut easily and fast. In 
a customer's hand they are half sold, for 
they have the balance and finish of a_fine 
tool. Bodies are of Certified Malleable Iron, 
cadmium plated. Handles are polished. De- 
sign improvements make them more con- 
venient, more rapidly adjusted. No. 1 
Standard, No. 1-A Ratchet (illustrated) and 
No. 2 Geared Threader for large pipe. 
ARMSTRONG BROS. 
Chasers fit all makes of 
this type receding thread- 
ers. They are Special 
Vanadium Tool Steel with 
hob-cut teeth, ‘“‘backed- 
off’’ for clearance. Hard- | 
ened, drawn, tempered / 
and tested and plainly / # 
numbered and marked for 
size. 


Write for Catalog 

ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 

314 N. Francisco Ave., CHICAGO, U.S.A. 

New York Sales Office: 109 Lafayette Street 
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Let's Have a Sane Sales Tax 


(Continued from page 90) 


In Michigan, much less is col- 
lected in taxes from consumers 
than the law requires. In Illinois, 
one large company collects. from 
the purchaser 30 per cent less than 
it pays to the state. Where ac- 
curate records are not kept, as is 
the case with many merchants, 
the state loses a large part of the 
taxes collected. In all these cases, 
the tax is unfair to the consumer 
because it is not collected at the 
uniform rate fixed by law. 

Experience has proved that all 
bracket methods allow dishonest 
merchants to hold back large sums 
because of the impossibility of 
shecking the gross receipts of every 
store in the state, and thus the 
honest merchant and the public 
are penalized. 

Under the mark-up system, the 
tax is not set out separately and 
the merchant tries to mark up his 
merchandise sufficiently to recover 
the tax from the purchaser. This 
has proved a complete failure. 

Every merchant has a different 
idea about the articles on which 
his markup should be made and 
the tendency is to increase the 
markup beyond the actual tax re- 
quired in an effort to be sure to 
collect enough. This is hard on 
the purchaser. The state, on the 
other hand, does not collect all 
the taxes due because of the im- 
possibility of checking the ac- 
counts of all the stores. 

The seriousness of the situation 
in Indiana is indicated by the fact 
that the merchants there are mak- 
ing a determined effort to replace 
the one per cent gross receipts tax 
with a flat three per cent consum- 
ers’ sales tax, mandatorily passed 
on. 

The optional mark-up or bracket 


| method allows the merchant to 





adopt any plan he sees fit to re- 
cover the tax. The result is con- 
fusion worse confounded. Some 
merchants use brackets of various 
kinds, others use the markup plan. 
In Illinois, the more commonly 
used brackets are: 


1 to 25c—no tax 
26 to 75c—Ic tax 
76 to 1.25—2c tax 
1.26 to 1.75—3c tax 
1.76 and up—scaled accordingly. 


The merchants in this state, un- 
der the sponsorship of the state 
chamber of commerce, are trying 
to obtain uniform methods of col- 
lection by brackets, but have been 
unable to get full agreement on 
this. Experience indicates that 
the amount collected by the hon- 
est retailer under the optional 
markup or bracket system is less 
than 70 per cent of the tax, so 
that he must pay a heavy privilege 
tax over what he, as agent of the 
state, collects from the consumer. 

The optional method, at the dis- 
cretion of the merchant, is the 
worst possible plan for collecting 
the tax. Whatever the method, it 
should be prescribed by the tax 
commission so as to be uniform 
and mandatory on all vendors. 


Affixing Stamps Is 
Impractical 


The only stamp method hereto- 
fore used for collecting taxes has 
been to affix stamps to each item 
purchased as proof that the tax 
has been paid. The stamp shows 
only the amount of tax collected. 
This method has been found im- 
practical in operation because of 
the difficulty of giving change to 
the purchaser when the tax is only 
a fraction of acent. For instance, 
on the basis of a three-cent tax, if 
a purchaser should buy a 37-cent 
article, it would be necessary to 
affix a stamp corresponding to this 
tax, and then for the seller to cal- 
culate the stamp to be used as 
change, and to be given back to 
the consumer—an obviously im- 
practicable procedure. There is, 
however, a simple, equitable, ex- 
act and inexpensive method for 
collecting the tax at the uniform 
rate required by the law. No cal- 
culation whatever is necessary of 
the whole or fractional cent, hence 
there are no delays or complica- 
tions in making sales. 

This method, not heretofore 
used, involves the use of coupons 
showing the number of cents or 
dollars for which the merchandise 
is sold. Each coupon also has 
printed on its face the amount of 
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SHEFFIELD 


“Leader of the Industry” 


Announces 





A New Improved 


WOODFIX | 


After many months of intensive research and de- | 
velopment work, we are now offering the trade a 
greatly improved wood in paste form—absolutely 
free from the pronounced shrinkage common with 
ordinary products—dries faster than any product 
of its kind on the market—contains no nitrocellu- 
lose—easier spreading—and can be sanded, planed. 
and finished the same as wood. Holds nails and 
screws. Takes varnishes, stains, enamels and lac- 
quers. Positively the best answer to scores of every | 
day repair needs around the home. Popular sizes 
10c to 75c, and larger. Don’t miss your share of the 
quick, profitable sales this vastly improved Wood fix 
brings. 








Order from your jobber NOW! 
Jobbers—Write at once for prices and discounts 





Steady Spring and Summer Sales, too, on) 
Sheffield Bronzes in Glass Vials @ Bronze Combinations @ 
Bronze “Duo Jars” ® Ready Mixed Bronze @ Kleen-A-Brush | 
@ Iron Enamel ® Three Star Floor Cleaner @ Crack Filler @ 

Oil Colors—Tubes or Cans @ Stencils @ Poster Show Card 

Colors @ Waterproof and Drawing Ink @ Transfers @ Mirro | 
Metallics @ Bulk Bronzes @ Nu-Way Liquid Wax. 


SHEFFIELD 


BRONZE POWDER & STENCIL CO., INC. 











3000 Woodhill Road, Cleveland, Ohio 


APRIL 11, 1935 


WETS « DRYS 


BOTH SATISFIED 


The new Al. Foss Dry Strip 
Pork Rind settles the wet 
and dry question to every- 
body's satisfaction. 





This famous pork rind can now be had in 
the familiar bottle (wet style) or the new 
colorful metal box (dry style) shown below. 
Many anglers have requested a package 
that could be carried in the pocket. This is 
it. The Al. Foss Dry Strip Pork Rind turns 
clear white when placed in the water, thus 
greatly increasing its attracting power over 
a@ muddy brown strip. 


Both packages are priced to sell at 35c. Both 
carry a substantial profit on each sale.Both are 
guaranteed against spoil- | 
age. Why cut your profits 
and increase stock losses 
with the low-priced kinds? 


THE AMERICAN FORK & HOE COMPANY 


Sporting Goods Division Dept. H. Geneva, Ohio 





L. Foss 


PORK RINGO BAITS 
A TRUE TEMPER PRooucl 
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Spring Roofing 


Many neglected roofs will be repaired this 
spring. When you order your prepared 
roofing request that SIMPLEX Roofing 
Nails be supplied with the roofing. 


SIMPLEX 











TRADE MARK 
SIMPLEX 
REG. U. 8. PAT. OFF. 





ROOFING NAILS 


These nails are made solid one-piece, 
light shanks, with large area, heavy, rust- 
resisting heads which do not injure the | 
roofing. The edges do not curl up when 
driven. Lengths 34” to 214”. Furnish 1” 
size for new roofs, 134” for laying roof 
over shingles. Plain finish or rust-proof 
cadmium coated. Send for FREE 
samples. 


Crescent Brass & Pin Co. 


Sole Manufacturers 
5770 Trumbull Ave. 
DETROIT 


MICHIGAN 





EVANSVILLE 


GOOD SERVICE TOOLS 








EVANSVILLE 
ALLOY-STEEL AXES 





MADE IN ALL POPULAR 
PATTERNS AND SIZES 


ASK YOUR JOBBER 


THE EVANSVILLE TOOL WORKS, Inc. 
EVANSVILLE, IND. 


HAMMERS —HATCHETS—SLEDGES 
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| $10 and so on. 


| tax corresponding to the particu- 


lar purchase. 

The purpose of placing the 
money value of the purchase on 
the coupon is to make it easy for 
both buyer and seller to tell at a 
glance the right coupons to use. 


| For instance, if the merchandise 


costs 37 cents the buyer would 
pay to the seller tax coupons to- 
taling on their face 37 cents. 
The purpose of placing on the 
coupons also the corresponding 
tax amount is to show both seller 
and buyer the actual tax paid on 
the purchase. This has an impor- 
tant, favorable psychological ef- 


| fect on the buyer, who, without 


this and with only the number of 


| money units of the purchase shown 
| on the coupon, might have a feel- 


ing of injustice as to the amount 


| of tax. 


The information printed on the 


' coupon will show that the amount 


of the tax is so small for ordinary 
purchases that there will be prac- 
tically no sales resistance against 
the payment of this tax. 

The state would distribute these 
coupons to the buying public for 


_cash through designated agents, 


which should include all retailers, 
just as the United States Govern- 
ment distributes postage stamps 
through post offices. 

For convenience of the buyers, 
coupons would be sold in booklets 
of assorted denominations to pro- 
vide tax on purchases of $1, $5, 
For instance, a 
purchaser, in a state having a 


| three per cent sales tax, entering 
_a store but having ho coupons, 
_would buy a $1 book for three 


cents, $5 book for 15 cents, or a 


| $10 book for 30 cents, and could 
| then use coupons from these book- 


lets to pay sales taxes at any re- 


' tail store in the state. 


Upon making a purchase, the 
buyer would detach coupons with 
a face value equal to the purchase 


| price and hand them to the seller 


who, in the presence of the buyer, 
would cancel them. 

The merchant would retain these 
cancelled coupons to be turned in 
to the state as credits on his taxes 
determined by his gross receipts. 

For instance, on a purchase of 


| goods worth $4.12, the buyer 


would hand the seller coupons 
having face value of $4.12. Small 


_ type on the coupons would also 





show the actual tax paid—12.36 
cents. 


Advantages of Using 
Coupons 


This method is simple, uniform 
and exact. Since it involves no 
question of giving change for frac- 
tions of a cent, or any other calcu- 
lation, everyone can easily under- 
stand it. Since the buyer detaches 
the coupons while the seller fig- 
ures the purchase cost there is no 
delay or difficulty at time of pur- 
chase due to the tax payment. 

Summarizing, the principal ad- 
vantages of the new coupon 
method are: 


1. The necessity of computing the 
amount of tax on each individual 
sale is eliminated, since the pur- 
chaser would use coupons in the 
same denomination as the sale 
price. 

2. The plan would require a 
minimum amount of educational 
propaganda to the public to obtain 
their cooperation. 

3. The state would have the use 
of this tax money in advance of 
sales. 

4. The consumer would know at 
the time of purchase the exact 
amount of tax paid. 

5. The possibility of the tax being 
non-collectible from the merchant 
due to failure to report, inadequate 
records, or other excuses would be 
eliminated. 

6. The exact tax would be col- 
lected on every sale and, if coupons 
should be lost, the state would not 
be penalized by such loss. The un- 
reasonably high percentage rates on 
small purchases would be _ elimi- 
nated. 

7. The monthly reports of sales 
made by merchants would determine 
the tax to be paid and would be a 
close check on the sales of tax 
books, but if these reports are incor- 
rect, the visible evidence of the pay- 
ment by cancelled coupons assures 
full payment. The merchant turns in 
all his cancelled coupons periodical- 
ly as credits on his sales tax, cal- 
culated on his gross retail sales. 

8. Checking the enforcement of 
the law would be extremely simple, 
as both buyer and seller would be 
parties to the payment and would 
be made parties to the offense of 
evasion under the regulations. Spot 
checking would be easy. The 
amount of the tax on any sale would 
in general be so small as to make 
it not worth the risk for the buyer 
and seller to be in collusion to avoid 
payment of the tax. 
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PROFITABLE FORALL DEALERS | 














ONTINENTAL Flame Sealed Fence and 
C kindred products, is one of the outstand- 
ing and most desirable lines offered to fence 
dealers. This fence made by a new and patented 
process is offered in a complete assortment of 
styles for farm, poultry, and home needs. Pio- 
neer, made with the exclusive Lock Knot con- 
struction, and having the Flame Sealed galvan- 
ized coating will give many years of added 
service over that to be obtained from ordinary 
fence. It incorporates quality features both in 
design and construction that offer dealers strong 
selling advantages. It is supported by one of the 
most extensive and forceful advertising and mer- 


chandising programs inthe entire fence industry. 


KOKOMO, INDIANA 


Borbed Wire Noils. Lawn, Ch ‘ mond Mesh. Farm 


CONTINENTAL STEEL CORPORATION eee 
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The Patented Built-In Bellows 


An insect powder Can Is Exclusive with FLYded 





that sells on sight 





—that’s the new 
FLYded. It sells for 
15c. The bright 
colors attract the cus- 














Ask your jobber for ‘catenaity 


tomers’ eyes. The 
novel, built-in bel- 


advertised FL Yded Insect Pow- 
der or mail coupon for complete 
details. Made by the makers 
of FLYded Liquid Spray. 


lows invites their 


hands. They pick it up; they try it; they buy it! 


Compare FLYded’s outstanding package 
appeal, its sales appeal, with any other insect 
powder. There’s nothing like it! Then stock 
and display FLYded. You’re sure to cash in 
—and you'll keep cashing in because cus- 


| tomers will be back for the 10c refills of the 


powder that means sure death to bugs. 








MIDWAY CHEMICAL CO. 
5235 W. 65th St., Chicago 
Send me complete details about FL Yded Insect Powder in the 
new built-in bellows can. 











Show Housewives 


THE BRIGHT SIDE OF 
SPRING CLEANING 


Let them know that Anna Sponge makes 
short work of messy clean-up jobs. Wher- 
ever water is used . Anna Sponge has 
no equal. 

Each genuine sponge is wrapped in cello- 
phane. Handy hanger-tape on every Anna 
Sponge is great convenience. Full color 
vend-display puts the story over. . . Quick! 
Anna Sponge retails at 15c-—25c—35c. 
Order through your wholesaler, and dis- 
play NOW .. . when every woman has 
spring cleaning on the brain. 


AMERICAN SPONGE & CHAMOIS CO, INC 
47 ANN STREET, NEW YORK 


809 Montgomery Street, San Francisco 














> $19.75 list 





In our two complete fan lines— 
COOL SPOT and SIGNAL this year 
you'll find numbers to meet all cus- 
tomers’ requirements for sizes and 
prices. If you haven't our 1935 fan 
presentation, send now for it. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


OFFICES IN PRINCIPAL CITIES 

















9. The handling of the tax by the 
retailer would be extremely simple 
and quickly performed, as he would 
only be required to receive coupons 
and account to the state for those 
given by him to consumers. 

10. This method would obviate 
the numerous make-shift methods 
now being used in various states for 
the collection of this tax. 

Based on experience in a number 
of states where sales taxes have 
been in force, this method would 
cure most of the evils heretofore 
encountered in sales taxing, and 
would provide an enforcement 
method that would make the sales 
tax as nearly painless as any tax 
can be. 


Centralized Collection 


Taxes collected in this way 
could be apportioned to general 





state operations, to counties and 
to municipalities in proportion to 
what they pay. In fact, to simpli- 
fy collection, it might be a good 
idea for the Federal Government 
to collect a uniform sales tax and 
rebate it to the states in propor- 
tion to the amount paid. This 
would save huge sums by elimi- 
nating duplicating tax collection 
agencies and would assure uni- 
formity of method. 

No tax is pleasant and there will 
always be opposition to any kind 
of tax proposed, but taxes are 
necessary for essential government 
service and we might as well rec- 
ognize that we must accept those 
classes of taxation that give us the 
least pain and suffering in their 
payment, that give the broadest 
base and are fair to everybody. 





NRA Loses Prestige 


(Continued from page 103) 


acted into law at the present session 
of Congress. 

That the New Deal fears tests of 
NRA legislation to any greater ex- 
tent than it has to face them is 
evident by the Belcher Lumber case. 
In this case the lower court held 
that NRA could not regulate intra- 
state commerce. The administra- 
tion said it would take the case to 
the Supreme Court. It was looked 
upon, as a real test case as to the 
powers of NRA over the much-de- 
bated question of interstate and in- 
trastate commerce, argued back and 
forth for the past century. I[t con- 
cerns the powers of Congress under 
the commerce clause of the consti- 
tution. The government abandoned 
(withdrawn by permission of Su- 
preme Court) the Belcher case, it 
was said, because the lumber code 
is defective and not a sound basis 
on which to make the test. 

However, the Administration has 
inserted in its new NRA bill a defi- 
nition of interstate commerce much 
broader than the accepted defini- 
tions of courts in the past. For this 
reason it is held to have desired to 
hold off, until NRA has been ex- 
tended, decision in the Belcher and 
similar cases affecting this clause. 

NRA wants to continue to super- 
vise as much of business as it can 
and unquestionably most business 
and industry wants to be supervised 
so long as it serves to prevent cut 
throat competition and _ permits 
practices that otherwise would not 
be permitted by legal sanction. To 
this end there undoubtedly will be 
an effort to give such a broad con- 


struction to powers of Congress over 
commerce that it will embrace all 
business and industry—save service 
codes. Even New Dealers admit 
generally that NRA simply can’t 
govern them without a policeman 
or two at every laundry, barbershop 
and garage. Yet there are some 
zealots who won’t make any such 
admission. 

There is no doubt that efforts will 
be made not only to eliminate ser- 
vice codes from NRA but also to 
strike out retail business and other 
business ordinarily accepted as be- 
ing intrastate. But it is also evident 
there is a growing demand from 
Administration sources and _ espe- 
cially NRA for continued control 
over retail business which they in- 
sist does affect interstate commerce. 
The bill as drawn unquestionably is 
designed to include retail business. 

One nigh official in NRA said if 
Congress attempted to bar retailers 
from NRA “the biggest lobby ever 
would come to Washington and in- 
sist upon its retention.” And he 
said the lobby would and should 
win. It may be added that there are 
also many high grade business men 
in retail as well as other lines who 
would like to see the NRA serapped. 

(Editor’s Note: It is our upinion 
that a majority of our retail and 
wholesale readers favor a continua- 
tion of NRA in an amended form, 
largely through the expressed hope 
that such revision may _ provide 
more and not less price protection 
If, as Mr. Moffett believes, there 
will be far less price protection, it is 
fair to expect a reversal of hard- 
ware trade opinion on this contin- 


uation of NRA.) 
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FOLDZ-TITE HANGERS 
AND GARAGE DOOR 
SETS 


One of the stylgs in the com- 
plete line of Wagner garage 
door hardware. Correct de- 
sign—smooth, free operation 
— easy installation — are fea- 
tures that attract users to the 
dealer featuring Wagner prod- 
ucts. 
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Showing Foldz-Tite Eight-Door Garage Set Installation 


New building and remodeling activity in the city and 
on the farm has created an opportunity for hard- 
ware merchants who are able to supply the Wagner 
complete line of hangers and equipment, plus Wag- 
ner service. Ask your wholesaler about this line. 





If he cannot supply you, write us for name of near- 


est jobber. 


NEW WAGNER 
CATALOG 
is furnished thru whole- 


salers who handle Wag- 
ner products. 


WAGNER 


MANUFACTURING COMPANY | 
CEDAR FALLS, IOWA 


33 Years Experience In Serving The 
Hardware Trade 
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Home Economic 
Experts every- 
where use and 
endorse the 
National 
Pressure 


NATIONAL 
PRESSURE 
COOKER 


Your customers know and want the genuine 
National Pressure Cooker with a definite consumer 
preference built up over a period of 20 years. 
This means easier sales for you and greater profits. 


THERE IS ONLY ONE 


NATIONAL 
PRESSURE COOKER 


And it's made at Eau Claire, 
Wisconsin. Do not be con- 
fused by imitations made to 
look like it. Order from your 
jobber. Write for attractive 
window display and promo- 
tiona! material. 


SPECIAL CANNER 


A New National Pressure Cooker 
especially designed for canning. 
Equipped with baskets instead of 
racks and pans. Holds 20 No. 2 
cans or 10 No. 3 cans. Specially 
priced with good profit for you. 


Here is a new profit- 
maker that any purchaser 
of a cooker will want—the 
Seal-O-Matic can sealer. 
It seals tin cans automatic- 
ally—easily operated with 
one hand. Also opens and 
reflanges cans. You make 
a good profit on every 


vassli COOKER COMPANY 


EAU CLAIRE, WISCONSIN 


MANUFACTURERS OF APPROXIMATELY 90 PER 
CENT OF ALL PRESSURE COOKERS IN USE TODAY 






nt 


Good Housekeeping 
Mo. Institute * 


NOUS KegDING 
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Cincinnati has the 


GIBSON Hotel 
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e famous for 


its hospitality 


More than a hotel ... a place to live. 
All that the most modern touch can add 
to age-old hospitality. Here the guest is 


king—The Gibson is his kingdom. 
Rates—from $2.50 single; $4 double. 
F. W. PALLANT, Ceneral Manager 
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Don’t Let It 
Run Away From Youe 


You'll find many good accounts 
advertising for sales representatives 
in the Classified Opportunities Sec- 
tion. 

Many of these side lines may be 
just what you need to increase your 
commissions. 

If you don’t find the kind of 
line you want, why not adver- 
tise for it? Many manufacturers 
look through the Sales Accounts 
Wanted advertisements before they 
advertise for salesmen. 

Take advantage of the oppor- 
tunity the Classified Section offers 
you to keep in touch with the sales 
positions that are open. Read the 
classified section of each issue. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St., New York City 
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How to Cut Hardware Collection Costs 


(Continued from page 57) 


Several principles of everlast- 
ing importance may be stated. 
(1) Every communication which 
can possibly be handled on a 
form, or mechanical basis, should 
be. This means that even the 
small business should not be sat- 
isfied with a small number of 
follow-up cards and letters, but 
should go on and develop forms 
for all of the standard collection 
situations. To use figures, the 
instalment seller should not be 
content with six or eight forms, 
but should develop a system of 
fifty or more. Some will be used 
a great many times, others only 
on occasion, but the net result will 
be a great saving in time. The 
production cost of a form letter 
runs 5 per cent to 20 per cent of 
a personal letter. 

When the credit man has be- 
fore him a bunch of “off” ac- 
counts, calling for special treat- 
ment, it is usually possible to sort 
them out, and dictate letters which 
can be used for several accounts. 

The second principle is an ex- 
tension of the one just explained. 
Collection department labor and 
responsibility which can be satis- 
factorily carried out by lesser 
workers should be. No experi- 
ence is more common than to find 
a hardware dealer, or his credit 
man, attending to routine follow- 
up which could, be handled as 
well—in some cases better—by a 
minor employee. We have refer- 
ence to much labor over ledgers 
developing follow-up lists; rou- 
tine telephone conversations; in- 
formation calls of one sort and 
another. 


(3) There should be more use 
of combination workers, especial- 
ly in small instalment businesses. 
It can be store policy either to 
train a stenographer so as to han- 
dle, for example, telephone fol- 
low-up; or to require, in hiring a 
stenographer, that she possess 
both skills. Outside men, although 
it is somewhat difficult, can be re- 
quired and trained to handle. per- 
sonal-call cases. In very small 
hardware specialty businesses, we 
have found successful examples of 


sales persons of whom outside 
collecting was required. 

It is obvious that obtaining an 
employee with double-qualifica- 
tion is much more difficult than 
when only one skill is required. 
However, it is possible to do so, 
or to develop the ability by train- 
ing. If much more of this sort of 
thing were done, there would be 
a horizontal cut in collection costs 
throughout the country. 

(4) Adaptation of follow-up to 
the individual account, so that 
comparatively small attention is 
given to the first-class risks which 
do not require systematic follow- 
up. The idea is so to classify ac- 
counts that the first-class risks, of 
whom every hardware store has a 
considerable percentage, are not 
examined at regular five day, 
weekly, or ten day periods—what- 
ever the store system—as are 
other accounts, but, instead, get 
only twice-a-month, or even 
monthly, attention. This segre- 
gation plan cuts down labor cost, 
postage, and other mailing ex- 
pense. 

The most important source of 
collection economies is perfected 
collection judgment. There comes 
the time with delinquent accounts 
when further mild and continu- 
ing strategy is hopeless. Expense 
and loss of time will occur until 
the issue is squarely met with se- 
vere measures. If eventual repos- 
session, for example, is certain, 
why put off the event, multiply- 
ing expense and loss? If mild 
reminders are going to be fruit- 
less, why go through the motions 
—and expense—of them? 

High collection costs are al- 
ways an indictment of the credit 
department. Lest there be hesi- 
tancy to insist on collection effh- 
ciency for fear that collection 
costs will be too high, the writer 
here puts down the principle that 
reasonable collection costs, and 
high efficiency, go hand in hand. 
A first responsibility of manage- 
ment is to eliminate inefficient 
credit department employees. 


(All Rights Reserved, Bartlett 
Service) 
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IN CHESTER 


TRADE MARK 


FREE WHEELING 
ROLLER SKATES 


Develop Profitable 
New Selling Field 


'YPICAL Winchester quality—as self-evident as in 
the Winchester line of world standard firearms— 
puts Winchester Roller Skates in the front row of 
appealing merchandise. Fine mechanical design and 
construction. Handsome finish. Offering every feature 
expected by today’s young skaters—plus Winchester’s 
special selling point-FREE WHEELING. 
Youngsters all over America are hearing about these 
skates that make skating easier and more fun. And 
these modern boys and girls, even more than their 
seniors, have keen noses for news. Stock Winchester 
Free-Wheeling Roller Skates. Display them. Tie in 
with Winchester’s 


NATIONAL ADVERTISING IN 
JUVENILE FIELD 


Bring Young America into your store. 
Here's opportunity for present business 
that can develop a fertile field for the 
future. Your Jobber can supply you. 
Write us for Roller Skate Folders to 
distribute. 





WINCHESTER REPEATING ARMS CO. 
Dept. 40-T NEW HAVEN, CONN., U.S. A. 


APRIL 11, 1935 














Your reputation as a successful 
dealer is at stake in dealing with 
your trade. You must be sure that 
every product you sell represents 
honest value. This is especially 
true in selling fencing. STER- 
LING DUALIZED ALL- 
CLIMATE FENCE removes all 
doubt in fence sales . . . it estab- 
lishes. a new standard of fence 
value! 


Every rod of DUALIZED FENCE 
is evenly covered with an extra 
heavy outside coating of purest 
zine .. . a protection that actu- 
ally defies the elements under all 
climatic conditions. Here is a 
brand of fence that outlives the 
memory of its cost emany years. 


Take advantage of this selling op- 
portunity. Write Department 10 
for details of STERLING exclu- 
sive dealer agency for DUAL- 
IZED PRODUCTS. 


Fence can be purchased under the 


provisions of the National Hous- 
ing Act. 


Northwestern Barb Wire Co. 
STERLING Since 1879 ILLINOIS 





















Photomicrograph showing a section 
of Sterling Dualized Wire. Note fine- 
grained crystals of iron zinc alloy 
which are completely covered, sealed 
with heavy, even coating of pure zinc 

- doubles lasting quality of fence. 





Photomicrograph above showing or- 
dinary galvanized wire demonstrates 
the comparatively thin and uneven 
coating of zinc which has a large 


heavy vein of iron zinc alloy. 


115 











New Code Amendment Requires 
‘Partly Foreign Made’ Labels 


Will Curb Unfair Practice of Importers Who Assemble Foreign- 
Made Parts and Sell Them in Completed Article Without Proper 


i JHE National Industrial Re- 
covery Board has approved 
an amendment to the code 

for tool and implement manufac- 

turers, requiring the labeling of 
goods partly foreign made. 

In order to minimize the cus- 
toms duties on tools which they 
seek to market in competition with 
American-made tools, foreign 
manufacturers have been shipping 
in tool parts which they then 
either complete here with domes- 
tic parts or sell to American as- 
semblers for completion. Either 
method has made possible the 
sale of such tools as “American 
made” since wholesalers and deal- 
ers, as well as the buying public, 
have had no knowledge of the fact 
that substantial parts of the tools 
are of foreign manufacture. 


The Amendment in Effect 


According to the Government — 


announcement in the Blue Eagle, 
official NRA _ publication, the 
amendment now in effect “is de- 
signed to eliminate an unfair 
competitive practice in the indus- 
try by requiring all members, 
when selling or exchanging any 
product of the industry, a sub- 
stantial part of which has been 
made in a foreign country, to 
clearly label, stamp or brand such 
products ‘partly foreign made.’ It 
provides further that it is an un- 
fair practice to name or describe 
such products in any catalog, 
price list, ‘flier,’ or letter, with- 
out stating that it is ‘partly for- 
eign made’.” 

Identified as “Rule 9—Prod- 
ucts Partly Foreign Made,” the 
full text of the ruling is as fol- 
lows: 


“To sell or exchange any prod- 
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Evidence of Country of Origin 


uct of the Industry, a substantial 
part of which has been made in 
a foreign country, without indi- 
cating that fact by a conspicuous 
label, stamp, or brand on the 
completed article reading ‘Partly 
Foreign Made’; it is also an un- 
fair practice to name or describe 
any article so made, in any cata- 
log, price list, ‘flier,’ letter, or in 
any other manner, without stating 
that it is ‘Partly Foreign Made’.” 


Enforcement Important 


The importance of this ruling 
and its strict enforcement cannot 
be overemphasized. In fairness 
to American factories, employing 
American workmen at American 
wage standards, wholesalers and 
retailers should assist in seeing 
that goods entirely foreign made, 
or partly foreign made do bear 
the identifying marks required by 
law. It has been common prac- 
tice to obscure the name of the 
country of origin on some ham- 
mers, hatchets, electric light bulbs, 
hoes, forks and other, garden 
tools. In the case of garden tools, 
this has been done by driving in 
American made handle and fer- 
rule with the latter covering the 
name of the foreign country com- 
pletely or almost so. In addition, 
the American-made handle would 
bear a large size label, “Made in 
U. S. A.,” which is obviously done 
to create the impression that the 
tool is entirely American made. 
Jap-made lamps have been sold 
in this country with the “Made in 
Japan” covered up by the brass 
ferrule which fits into the outlet 
sockets. Hammer and _ hatchet 
heads have been stamped “Ger- 
many” so small you can hardly 
read the word, particularly when 


it is stamped in places where the 
handle obscures or partially hides 
this identifying mark. All such 
devices are intended to deceive 
and only vigorous Government 
action will curb this unfair prac- 
tice. Wholesalers and retailers 
being offered lower-priced foreign- 
made goods should note the trade- 
marks and bring flagrant viola- 
tions to the attention of the Tool 
and Implement Code Authority, 
Washington, D. C., or to the at- 
tention of some competing Ameri- 
can manufacturers of similar 
goods. 

These foreign-made hardware 
items are produced at worse than 
sweatshop wages, under working 
conditions that should not be en- 
couraged by American consumers 
or distributors. Certainly, we do 
not wish to bring our own living 
standards down to Asiatic and 
European levels with their ex- 
tremely low daily wages. A com- 
parison of wages paid in Germany 
and the United States for workers 
making garden forks was pre- 
pared on February 18, 1935, for 
the use of NRA and the Tariff 
Commision. These hourly wages 
are given below by departments 
in the manufacture of forks: 
Comparison OF WaGES Per Hour 
GERMAN AND AMERICAN LABOR IN 

THe MANUFACTURE OF ForKs. 

Schedule Dated .Current 


Nov. 9, 1934 Schedule 
Operation German American 
Blanking .... .$0.1806  $0.696 
Rolling ...... .2023 .686 
Head bending ._ .1832 561 
Trimming ...._ .1452 A5 
Pointing ..... 1547 693 
Harden and 
temper ..... .2023 825 
Folie. s..6:<% .2261 .627 


(Continued on page 118) 
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DONT CLOSE YOUR LINE 


OF LAWN SPRINKLERS 
UNTIL YOU HAVE SEEN 


THE FLOATING HEAD 


If you haven’t seen the new 
NEW .. PREMAX FLOATING-HEAD 
SPRINKLER, you haven’t seen 
the most mechanically perfect sprinkler on the 
market. It is in a new modernistic design, _ 
five inches high—yet it covers a large or smal 
area. Of rustproof cast white brass, with baked 
enamel finish and nickel-plated nozzles, the 
Premax is a lifetime sprinkler that you can posi- 
tively guarantee. 


DIFFERENT . . 'nstead of the old-style 


é aay metal - to - metal bearings, 
in principle the Premax revolves poy 
cushion or bearing of water. Never any fric- 
tion. Never any wear. Never any excessive 
leakage. Can’t wear out. Simple adjustment 
gives mist or heavy rain. Low center of grav- 
ity prevents rocking and digging the lawn. 


in design 


If you want a sprinkler that will yield a good 
profit . . . be easy to sell . . . and one that will 
stay sold no matter what water pressure you 
have—line up with Premax. 


SEND FOR DEALER HELPS 


When you place your order for 
stock, ask for the special win- 
dow display, colored inserts, 
counter card and newspaper 
mats. They’re free to dealers 
and will help you sell. 


Write your jobber to ship at once. If 
he can't supply you, write us direct. 


PREMAX SALES DIVISION 
3800 Highland Avenue 


Chisholm-Ryder Co., Inc Niagara Falls, N 
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A New Way to “Take In” 
Money — and Keep It! 


ANY hardware dealers do not realize 

the extra profits they could make by 
renting out Sanding Machines to home 
owners, painters, decorators and contractors. 
Our machines are simply and strongly con- 
structed to withstand hard service, produc- 
ing daily income for their owners without 
costly breakdowns and repairs. Even the 
motor is guaranteed against burnouts. 


SPEEDODLITE 
Floor Sanding Machine 


in the hands of a dealer will develop more 
than $60.00 per month in rental income. 
Many hundreds of dealers have reported 
from ten to twenty rentals per month— 
and besides your rental profit you make 
extra sales and profits on sandpaper, brushes, 
varnish, lacquer, wax, shellac, etc., needed 
for floors. The machine works up to the 
quarter round eliminating tedious hand 
work, 


We Co-operate With You 


To help our dealers secure rentals, we offer 
attractive Sales Helps FREE. Wherever dis- 
played our effective two-color Window Dis- 
play Cards have proved their worth in 
attracting attention and getting prospects 
interested in renting SPEED-O-LITE Ma- 
chines. We also supply you with 200 Four 
Page Folders for mailing to prospective cus- 
tomers. 

Dealers who desire may secure SPEED-O- 
LITE Sanders on time payments as low as 
$10.45 per month. This machine costs less 
than many dealers suppose. Now is the time 
to secure rentals while home owners are 
interested in finishing their own floors at 
low cost. 


The coupon will bring full particulars. 


Lincoln-Schlueter Floor Mach. Co., 212 W. Grand Ave., 
Chicago, Ill 


Please send us full information covering the new SPEED-O- 


LITE SANDER (J Interested in time payment plan. 
go FG oasis sds 54d SRB AERO See nears as ee See 
DN ic hn DR ieee. FN ee a 
ee eS Mera 
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The intrusion of lower-priced, 
inferior grade horseshoes, horse- 
shoe nails and other products sold 
through hardware channels are 
also equally as serious to Ameri- 
can industry. An American horse 
nail manufacturer provides the 
following picture of the situation: 

“This matter of foreign-made 
goods competing with American- 
made is becoming quite an issue 
in the horse nail industry. It 
has been discussed at code meet- 
ings. Some labor unions, affili- 
ated with the American Federa- 
tion of Labor, are becoming con- 
cerned about this competition, and 
are bulletining their members to 
favor American-made goods and 
to patronize stores handling 
domestic goods. « 

“Swedish nails are underselling 


the superior American-made prod- 
uct by as much as 20 per cent and 
if you will examine samples of 
the Swedish product with samples 
of American-made nails you will 
readily appreciate the marked dif- 
ference. The foreign product is 
hot-rolled, whereas the American- 
made nail is cold-rolled. There is 
more shape to the domestic prod- 
uct; it is reinforced at the point 
while the Swedish nail is simply 
fla. The domestic product also 
has a brighter, smoother finish. 
“We have been advised that 
foreign nails have been returned 
by blacksmiths and other users 
with the complaint that such nails 
are too soft and do not stand up 
under the requirements of shoeing. 
“Comparative tests were made 
by Pittsburgh Testing Laboratories 
which indicated that the Swedish 


nail varied in uniformity of hard- 
ness, at various locations on the 
nail which would tend to make 
it buckle while being driven into 
a hard hoof. Also the Swedish 
nail required an additional quar- 
ter turn to twist off the point be- 
fore clinching on the hoof. This 
means slower shoeing. 

“An unfortunate angle to this 
situation is that the very point 
where the Government is paying 
out the most money under the 
AAA to help America recover 
from the depression is right where 
most of these Swedish nails have 
been sold to date. In other words, 
Uncle Sam’s dollars are being 
passed out to the farmers for them 
in turn to buy foreign-made goods, 
and cut down the demand for 
American labor.” 


Better Paint Demonstrations Needed 


are now arranging for a_ better 
schooled demonstrator this spring. 
She will be thoroughly schooled 
in the following matters by the 
company: 

1. General History of the Com- 
pany. 

2. Quality and Care in Prepar- 
ing Products. 

3. Purposes of the Product be- 
ing demonstrated. 

4. Trade Names of similar prod- 
ucts of other manufacturers. 

5. Standard Procedure for Fin- 
ishing Various Surfaces. 

6. Caution about Waxes and 
Polishes and their Removal. 

7. Correct Estimating of Mate- 
rials Needed. 

8. Care in brushing and espe- 
cially to teach each person the cor- 
rect way to brush out the product. 

9. That colors having wood 
names, such as Walnut on Enamel 
Cords, are really varnish stains 
and are transparent and must be 
used over a similar surface—raw 
wood or Ground Color. 

10. Possibilities of New Shades 
by mixing the standard ones. 
Caution about Fading and Murki- 
ness. 

11. Teaching of Stippling and 
Stencilling by actual demonstra- 
tion when necessary. 
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12. Correct procedure for most 
convenient work on common home 
furnishings. For instance, a chair 
—turn it upside down on another 
chair and paint all legs and 
rounds first, then set upright and 
finish. 

Also to hold customer interest, 
some spectacular stunts may be 
used. One very good one can be 
done with the clear varnish of any 
good make today. A man’s pocket 
handkerchief is varnished with 
two coats, allowed, to dry, then 
suspended loosely on a_ wire 
frame over an alcohol lamp, and 
water is placed in the handker- 
chief. The lamp will boil the 
water without injuring the var- 
nishing either by water or heat. 


The Alkalies Test 


The next two can only be done 
with a new synthetic gum varnish 
of any good make. They serve 
to prove that the varnish is im- 
pervious to acids and alkalies. 
The Alkalies Test—Take a thin 
cheap aluminum pie plate and 
coat the outside with three coats 
of varnish. When dry, concen- 
trated lye can be placed in the 
pan. It will eat its way through 
the aluminum, but won’t attack the 
varnish. The Acid Test—Take a 


Ball Mason zinc jar lid and break 
out the procelain center. Coat 
the outside with three coats of 
clear varnish. When dry, hydro- 
chlonic or muriatic acid may be 
dropped into the lid. It will burn 
through the zinc, but the varnish 
stops it. Also if the manufacturer 
provides wooden sample boards of 
the clear varnish, alcohol may be 
spilled on them and lighted. In 
making this test, blow out the 
flame just as it is ready to go out 
and fan the paddle through the air 
several times before touching it. 
The flame or the alcohol cannot 
hurt the varnish, but the heat soft- 
ens the film and it must cool and 
reharden before you touch it. Do 
not use enamel colors for these 
tests. They will probably stand 
it, but they may discolor and spoil 
the test. Most all of us in the 
business have seen these tests 
made, but they are new to the 
public and are spectacular and 
stagey.” 

This year we expect a demon- 
stration where a demonstrator 
really produces and to have some- 
thing going on every moment. We 
don’t intend to be hard-hearted, 
but the only excuse for a chair 
near the demonstrator this year 
will be for her to refinish it—not 
to park in it. 
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MY 
COLUMBIA 
IS 


UP TO THE 
MINUTE 





Rubber 
Mounted 


® 
Equipped 
As you 
Like it 


The 1935 Columbia now has on all models, a 
light chain guard that lets you ride without 
having to think of your dress,—Slacks— 
Knickers—Socks, etc.— it’s all the same, for 
they cannot get soiled from the chain or 
caught in the sprocket. 

Dealers will appreciate the factory-attached 
parking stand and luggage carrier—does not 
change the coaster brake adjustment. 

The new handlebar stem with its patented 
bevel lock insures a more positive grip. The 
patented rubber mountings seth. only on 
Westfield products eliminate rattles and add 
to smoothness and quiet riding. 

These and many other features are found only 
in Columbias. There is some territory open 
—write for catalog and proposition. 
Columbia bicycles have been leaders in the 
Industry for nearly 60 years. 


Illustrated above is the Colum- 
bia Twinbar Airider, the stream- 
line bicycle that has everything! 





THE WESTFIELD MFG. Co. 
Westfield, Mass. 
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3-IN-ONE OIL'S 


BIG IDEA BOOSTS 


SALES 


FOR HARDWARE DEALERS 


THE BUDGET WONT 
STAND FOR A NEW 
BicycLE, CONSTABLE 
But WE KIN GET YA 
ANEW CAN OF 


pa ST One J 








































The 3-in-One Safety League—for bike riders and roller 
skaters from six to 16 — is the smash hit among all 
sales boosters! Dealers are writing, wiring, telephoning 
that it is bringing children to their doors . . . winning 
good will . . . selling not only 3-in-One Oil, but bikes 
and roller skates! 

All you do to cooperate is use the free 3-in-One 
Safety League display material and hand out Safety 
Test Blanks to boys and girls who ask for them. If you 
do not have these blanks, send for them now and 
share in the benefits the 3-in-One Safety League brings 

to dealers. When you order, make sure 
too that you have an adequate supply of 
3-in-One Oil in stock. 


THREE -IN-ONE OIL COMPANY 


= 170 Varick St. New York 


—————— 


| 3-IN-ONE 0 
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Wire Screen Cloth 

China Wood Oil 

Bright and Brass Wire Goods 
Bolts 


Wire Rope Clips and Turnbuckles 


Soft Fibre Twines 
Pump Leathers 
Lead 


ADVANCES BECOMING EFFECTIVE 





HOW >5S the 


ARDWARE 


DECLINES BECOMING EFFECTIVE 


Core Solder 
Flat Head Screws 
Mouse and Rat Traps 


In two important respects 
the late developments in the hard- 
ware field are favorable. One is 
the better rate of.sales, following 
a rather dull February and March, 
the other is an improved steadiness 
in prices. These trends are all the 
more encouraging, when the current 
sentiment of business and of the 
press has reflected extreme uncer- 
tainty and conservatism. Notwith- 
standing, the average small buyer 
is very consistently spending his 
money for his needed “consum- 
er goods”—for foodstuffs and cloth- 
ing, for automobiles and home 
comforts, and, with these, for 
hardware. While price structures 
on all commodities, with code con- 
trols slipping, are figured to show 
natural weakness, the fact remains 
that there is a current leveling and 
steadying of prices in a great many 
hardware products. 


* * * 


The sales departments of 
leading jobbers are finding this 
month’s orders from the hardware 
stores both larger and longer, and 
with more urgency for quick service. 
If there have been buying holdouts 
here and there, these are breaking 
down in the face of stock shortages 
and of customers ready to spend 
money. Sales. of boys’ wagons and 
velocipedes are greatly stimulated 
by current low prices. Lawn mow- 
ers, garden tools, steel goods, hedge 
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and pruning shears, seeds, garden 
hose, paints, brushes and brooms 
are typical of the lines now going 
out in better than normal volume. 
Some new models of high priced 
sprinklers are selling surprisingly 
well. In suburban and rural areas, 
poultry netting, and chicken and 
dairy supplies are very active. 
* * * 


From the plains states, where 
the unprecedented dust-storms have 
been so depressing and so destruc- 
tive, it is too early for news of re- 
covery, but merchants are figuring 
that there must bé some “silver- 
lining,” in the calls which must 
follow for clean-up and replacement 
supplies, including tons of soap and 
paint, with shovels, mops and brooms 
galore. It is said that weather- 
stripping has never so well demon- 
strated its indispensable efficiency 
as in the dust areas, and that re- 
gardless of the season, there will be 
stimulated demand for this protec- 


tion. 
* *& * 


The important national in- 
dexes of trade and productive activ- 
ity, bank clearings, car-loadings, and 
electrical power output are showing 
very well, and most industries are 
showing a profit on improved sales, 
or, at least, sharply reduced losses. 
The country’s foreign trade in 
February showed an increase over 
that of the corresponding month in 
1934 and a less than normal de- 


Business ? 


crease from the January showings. 
Exports were only a shade ahead of 
last February, but imports gained 
around 15 per cent. Employment 
statistics are a little better, and 
workers’ earnings improved, though 
not enough to match the rate of rise 
in food costs. 
+ + 

Manufacturers of wire screen 
cloth put advanced discounts into 
effect to their jobbing trade on April 
1, cancelling the former discounts 
named November 1, 1934. Net 
schedules per roll to the retail trade 
are unchanged, so the margin for 
the wholesaler is somewhat reduced. 
At the new price schedules, orders 
are being accepted for shipment at 
any time prior to June 30. Cash dis- 
counts and freight allowances re- 
main as before. 

* * * 

Window screens and screen 
doors are selling very actively, and 
early orders for the usual pool-car 
distribution have been well ahead 
of last year. Prices are much lower 
than during 1934, and there has 
been an unusually competitive situa- 
tion among the manufacturers. Very 
low prices on screens in one of the 
mail-order catalogs have had their 
influence, and some late “specials” 
for the retail trade are, as a result, 
being featured by one manufacturer 
and several jobbers. 

* * x 


Core solder prices were re- 
duced April 1 by Gardiner Metal 
Company. One-pound spools, both 
acid-core and rosin-core, are listed 
to the retailer at 53 cents per pound, 
formerly 55 cents. A corresponding 
drop brings the 5-pound spools to 
49 cents, and the 20-pound spools 
to 46 cents per pound. 100-pound 
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STRIKE OUT 
FOR MORE BUSINESS 


NOW! 


Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts of Your Salesmen 


USE- 


We can supply you with 
the following lists :— 


1062 Outstanding Major Hardware Retailers 
whose sales exceed $50,000.00 Annually. 
For $12.00 


12171 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 
For $6.00 per M. 


6930 Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 
For $6.00 per M. 


15976 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 
For $6.00 per M. 


35077 Hardware Retailers (Complete List). 
For $4.50 per M. 


866 Department Stores handling Hardware 
and Housefurnishings. For $5.00 
ALL LISTS ARE COMPILED IN LOOSE LEAF 
LIST FORM. WHEN DESIRED ON 3’x5” 
CARDS THERE IS AN EXTRA CHARGE OF 50¢ 
PER M. FOR THE CARDS. 


WE ALSO DO ADDRESSING AND MAILING 
OF CIRCULAR MATTER AT REASONABLE 


RATES. 
Ask for Details. 


HARDWARE AGE 
Direct Mail Addressing Dept. 


239 West 39th Street, New York, N. Y. 
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ane would you do with 


THIS? 


Down in Louisiana and also 
\ in the West Indies, they use 
this knife to cut sugar cane. 
Originally a product of na- 
tive design and craftsman- 
ship, the Louisiana Cane 
Knife is now a regular item 
in the Collins line, preferred 
by the workers because it 
gives them what they require 
in shape, weight, feel, and 
above all, honest quality. 












in your AXE SALES 
js Quelity ... 


It is quality that brings repeat business—that makes 
a man send in his friends—helps build reputation for 


square dealing. 


Collins Axes for 109 years have maintained a quality 
standard that is known by axe users everywhere. 
These users also know they will 
find the type they prefer in the 
Collins line. And so it is with 
all Collins tools. You can always 
sell a Collins because you can 
give the man the style he prefers, 
the quality he admires. 


If your jobber cannot supply you, 
write to us. 





Western Double Bit, 


Velvet Finish 





Collins Official Boy 
Scout Axe 






THE COLLINS co 


COLLINSVILLE, CONN. 


AXES . HATCHETS BUSH HOOKS 
* HOES ‘ PICKS MATTOCKS 
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orders are discounted 15 per cent. 
The household size cans remain un- 
changed in price. 

& * * 


Paint manufacturers report 
the price of China wood oil advanc- 
ing steadily, and state that this is 
bound to increase the price of 
varnish and of the paints in which 
this tung tree oil is used. Extensive 
experiments are being made looking 
toward the use of our native soy- 
bean oil as a substitute for other 
oils in paint and varnish manufac- 
ture. Quotations on linseed oil have 
remained unchanged recently, but 
turpentine declined two cents per 
gallon on March 29. 


* + 


Brush makers find the bristle 
market is getting stronger day by 
day, and are having quite a task to 
prevent advances in price prior to 
the end of their fiscal year, which 
is April 30. Present conditions all 
point toward higher brush prices for 
fall business. A leading drug chain 
has gone into the distribution of 
paints and brushes. Enamel was 
introduced first and, it is said, will 
be followed by other allied items, in 
rapid succession. A great many 
property owners are doing their 
own odd-jobs of painting during 
the temporary “high pay, short day” 
of the professional painter. A grow- 
ing number of hardware retailers 
are advertising and popularizing 
their major paint lines by featuring 
the 10-cent and 25-cent sizes for 
these small home jobs. 

* * * 


Makers of floor, window and 
counter brushes are also facing 
sharply higher material costs, 
whether on tampico and fibres, or 
horse hair. There is a large new 
demand for Mexican raw tampico 
to be fabricated as a curled hair 
substitute for automobile cushions, 
mattresses, etc., and this further 
drain on the brush makers’ limited 
supplies is considered certain to 
raise prices. 

* * * 

As an aftermath of the 21 per 
cent average reduction, April 1, 
on the most staple-selling American- 
made incandescent house lamps, an 
eastern importer mentions an aug- 
mented sales drive by Japanese 
makers. Special prices in quantity 
lots have been named by the asso- 
ciated Japanese manufacturers, to 
encourage sales and production be- 
fore the usual rush period for fall 
delivery. Quality, it is said, is given 
increasing attention, and orders for 
American buyers are booked only 
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for the product of manufacturers 
with the latest precision equipment, 
whose bulbs are tested and passed 
by the Lamp Association in Japan. 
However, the new 15-cent retail 
price on the finest American brands, 
is likely to hold the average buyer 
safely in line for the domestic prod- 
uct. 
* * * 

Window glass prices have 
shown no recent change, but are 
still low despite the December rise. 
Some wholesalers consider another 
mark-up quite possible before the 
next fall season opens. Activity on 
“glass substitutes,” for poultry 
house and hotbed use, has been 
running chiefly to the lower-priced 
waxed cloth fabrics, but there has 
been some gain this season in the 
call for Cel-O-Glass and like wire- 
reinforced substitutes. 

* * * 


Leading makers of plate 
glass have kept unusually busy sup- 
plying their automobile demand, but 
sales for building and repair work 
are very quiet. February production 
of plate glass was the best in 54% 
years, since October, 1929. The 
February total reached 13,723,000 
sq. ft., a shade ahead of January, 
but far exceeding the output of 
7,441,000 sq. ft. in February, 1934. 
The all-time high was reached in 
August, 1929 at 14,722,000 sq ft. 


* + 


A market change on wood 
screws has been announced by all 
leading makers, at varying dates 
late in March. List prices of Janu- 
ary 3, 1928, are unchanged, but base 
discounts on flat head bright screws 
were reduced to 60 per cent (from 
52% per cent), round head blued to 
574% per cent (formerly 4714 per 
cent), flat head brass to 6214 per 
cent (from 55 per cent) and round 
head brass to 57% per cent 
(formerly 50 per cent). Discounts 
on most other finishes were simi- 
larly changed. This decline follows 
a long period of price weakness, 
extending almost since the mark-up 
in screw prices last November, 
which never really “took” with some 
of the smaller manufacturers, and 
was not generally followed by the 
jobbers who had provided them- 
selves with low-cost stock during the 
fall. 

* * * 

Details are now at hand con- 
cerning the advance on bright and 
brass wire goods, mentioned in a 
previous issue. The base discount 
is now established at 60 per cent, 
with a base on standard plated 
finishes of 50 per cent. These rep- 


resent a recovery of about 25 per 
cent from the discounts which had 
been reached during the recent 
severely competitive period. 

* * * 


Among bolt manufacturers 
the new schedule, to wholesalers, of 
70-10-5 per cent seems to be in full 
effect, with the expiration of first 
quarter contracts. One evidence of 
the intent toward firmness is the 
enforcement, by all makers, of a 10 
per cent additional charge for brok- 
en case lots. Jobbers’ prices in 
some sections are still based on old 
low costs, but one by one the cut- 
price areas are improving in mark- 
up. Current demand for bolts from 
the retail trade is not quite up to 
a year ago. 

* * * 

April 1 saw an advance on 
wire rope clips and turnbuckles, on 
the former amounting to about 744 
per cent, and on the latter to about 
10 per cent. Manufacturers of 
aerial wire have apparently been 
unable to maintain their advanced 
schedules, and made reductions last 
month averaging perhaps 20 per 
cent. 

* * * 

Recent effort on the part of 
makers of approved lamp cord, to 
withdraw their extreme 20 per cent 
cut-price concession, has not been 
fully successful, and “part-way” dis- 
counts are again being made by 
several makers. Prices are quite 
weak, and without immediate signs 
of betterment. 

* * * 

Electric fan offerings during 
the coming summer will include 
further choice of new low-priced 
8-in. models to cost the retailer about 
$1. This grade fan has for several 
seasons been an increasingly popu- 
lar seller, which extends the use of 
this hot-weather comfort into even 
modest homes. General price sched- 
ules this year on high quality fans, 
both straight and oscillating, are 
somewhat higher than during the 
1934 season, while other fans, in 
the medium price range, are selling 
at an average of 20 per cent cheaper 
than a year ago. 

* * * 


February shipments, reported 
by the American Washing Machine 
Manufacturers’ Association, totaled 
112,824 household washing ma- 
chines, a 25 per cent increase over 
the previous month and a 5.8 per 
cent rise over February, 1934. This 
record is particularly notable, in 
that washing machine sales last 
year were the heaviest in the indus- 
try’s history. Factory shipments in 
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Endorsed as Official Ax by 


“Boy Scouts of America” 


4) Line up with 
BOY SCOUTS 
in YOUR TOWN 


PUSH THE BRIDGEPORT OFFICIAL AX 
SELL ALL YEAR ROUND 


The Bridgeport Scout Ax is all steel—made in one piece 
—the head CAN’T come off—long, thin tapered blade 
of finest quality tempered steel, keen cutting edge, in- 
laid hickory grip. 





Push this seasonable item! Make a friend of the boy 
and you will have a customer for life. 


DEALERS: Make this EXTRA-strong EXTRA-safe Ax bring 
you more sales and profits. See below: 


i Retall Price Dealer Cost Dealer Profit 
No. 424 Bridgeport Ax and Sheath $2.00ea. $16.00doz. $8.00 doz. 
No. 425 Bridgeport Ax only . . . 1.75 ea. 14.00 doz. 7.00 doz. 


Weighs 27 oz. Packed 6 to carton. 5 doz. per case. 
Two color display card 12%” x 18%” free on request. 


Bridgeport Hardware Mig. Corp. 


BRIDGEPORT, CONN. 





























comes in the last hour of the day. You need Extra Help then — and 
that is the time when the National Tayper speeds up packaging and gets 
out those last minute orders. The Tayper is Fast -- Positive -- Dependable. 


Built for hard service. 
Write for descriptive circular. We also make National Package 
Sealers (No. 207) for retail stores—nearly a million in use. 


the NATIONAL TAY-PER 


NASHUA PACKAGE SEALING (Q. HAA 
NASHUA,NEW HAMPSHIRE 
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1934 totaled 1,240,284 units as 
against 1,030,065 in 1933. In 1932, 
the industry’s poorest depression 
year, shipments reached only 610.- 


881 units. 
* * * 


Sales of tinware, woodenware, 
and kitchen supplies are comfort- 
ably active, with tinware prices well 
maintained after the recent advance. 
There has been a reduction of about 
25 cents per gross on mouse traps 
and $1 per gross on rat traps, in 
quantity lots to jobbing buyers. 
Some makers of soft fibre twines 
have advanced prices one-half cent 
per pound, affecting India and jute 
wrapping twine. 


* * 


New price sheets for the sec- 
ond quarter were issued April 1 by 
Youngstown Steel Products Com- 
pany, Chicago. Pump leathers were 
advanced about 10 per cent, slight 
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revisions were made on a few sizes 
of cylinders, and prededing prices 
were reaffirmed on pump rods and 
on well points. 


The quietness in construction 
projects is seen in the fact that the 
Portland cement industry in Febru- 
ary, 1935, produced 3,053,000 bar- 
rels, shipped 2,952,000 barrels from 
the mills, and had in stock at the 
end of the month 21,948,000 barrels. 
Production in February showed a 
decrease of 26.8 per cent below 
February, 1934, but with shipments 
nearly even. Stocks at mills were 
5.7 per cent higher than a year ago. 


e-# © 


Recent tin plate production 
has been at almost a record rate, at 
about 90 per cent of capacity, and 
for a time even exceeding the aver- 
age weekly output of the record 1929 
season. No evidence is seen that 
consumers are stocking up ahead, 
but rather that tin plate received is 
being used currently. Some can 
makers have lately cut up more tin 
plate than at any time before in their 


history. 
* * * 


Steel plant output for last 
week was estimated at 44.4 per cent 
of capacity. This represents a de- 
crease of 1.7 points from the average 
of the previous week, continuing the 
recent downward trends. The esti- 
mated level compared with 48.2 per 
cent a month ago, and 43.3 per cent 
for the corresponding 1934 week. 
While the recent dust storms in the 
West have checked demand for 
tractors and farm implements, man- 
ufacturers’ advance orders were so 
heavy that production schedules can 
be maintained for many weeks. 
Although implement makers expect- 
ed an increase in demand this year, 
actual orders were four times as 
large as their most optimistic esti- 
mates. A shortage of skilled labor 
is reported from certain implement 















Millions of Lamps 
3 
3S 


SAAAAAANAARAAAAAAARRARR 
SNNANANANAANAAAAAAAAAANAS 
ARAAAAAARRRRARAARRARRARR 

WARABARALRRRRRARRARRRRRAS 








~ 





NNAAAAANAND 
NANAAANAAAAAARN 
NNANAANANAAAAN 
NANAAAAAAAAAAAAANY 


~ 
nn 


d * 


0 a a 
1919 1920 1921 1922 1923 1924 1925 1 








2 
926 







400 400 
Miniature 
GB large 

"300 : 300 


CWARARRARARRARARRRRRRRRRRAART 


4 


1927 1928 1929 1930 1931 1932 1933 1934 ° 








S 
S 
roy 
Millions of Lamps 


ALABABALAARAAALRRSRLAALALLSSLS 
8 





MANAAAAAAARRRARRAAARRRARRRRRRRRARY 
ANRRAAAARARAAAAAAARRARAAAAAS 





ANARAARAAARRARAAAAARARRRARRRRAARS 
KAANRARARRARRRRRRARRRRRARAARS 





NANANANARARARARARARARRARRAS 
ARRARAAABRBABAABAAARARAY 


a J 











Incandescent lamps sold in the United States, 1919-1934 (1934 estimated) 


HARDWARE AGE 








at 


aa 


a TS 














NEW ARCADE CRAFTMASTER 


HOMEWORKSHOP 
_ @ 


A high quality 
machine 
at low cost 








Opens a 
tremendous 
market 
A full-fledged Homeworkshop that has everything for the home 
craftsman ... the most practical electrically powered multi-tool 


unit on the market. Retails well below other similar equipment 
. and is more complete. A sure-fire seller in a market that is 

scarcely scratched. 

A safe home-craft machine for man or boy, powered by a % or 

less H.P. motor. Five power tools complete on one base. . 

jig-saw, drill press, sander and grinder with extra accessories 

available at small additional cost. 


Finished in gray enamel with pulleys in black enamel. Machine 
parts in nickeled and aluminum finish. 


a Lathe has 8” swing and turns | 
15” between centers. Drill operates in either metal or wood. Over- | 
all dimensions 29%” long, 20” wide, 44%” high. Weight 80 lbs. 


| 





. lathe, | 


Write your jobber for literature and details on this new live item. | 


ARCADE MFG. CO., FREEPORT, ILL. 
(50th Arcade Anniversary . . . Established in 1885) 











Business must be regu- 
lated as well as traffic. We stopped 
you just long enough to tell you that 
copy for your Classified Opportuni- 
ties advertisement together with 
your remittance must reach us al 
least 13 days before publication date 
to insure insertion. 


Go to it! 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.+ New York, N.Y. 
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FREE Sample Offer on 


DRI-BRITE 


THE ORIGINAL NO-RUBBING, 
NO-POLISHING LIQUID WAX FOR 
HARDWOOD, LINOLEUM, PAINTED, 
TILE AND COMPOSITION FLOORS 


























© Here’s the new sample offer 
on DRI-BRITE Floor Wax: 
Priceto Retail 
Dealer Value 
6 Pints Dri-Brite $2.40 $3.60 
6 Quarts Dri-Brite 4.00 6.00 
12 Sample Bottles 
Dri-Brite {2 oz.} FREE 
12 Sample Bottles 
Dri-Brite’s Once- 
Over Auto Polish FREE 
Counter Display Car- 
tons and Adver- 
tising Material FREE 
oe 
co) $6.40 $9.60 














Dealer's profit is $3.20 or 33144% + 24 
Sample Bottles which will bring new 
customers and new sales. 


DRI-BRITE SAMPLES 
bring DRI-BRITE SALES 


WHY DRI-BRITE WAX SELLS BETTER — 1. Dri-Brite, 
the only original no-rubbing, no-polishing floor wax, has been 
imitated but never duplicated. 2. Consistent advertising has made 
Dri-Brite a household name. 3. Millions of women have 
already found that Dri-Brite is easier to apply, easier to keep clean, 
and Jasts longer. 4. New low prices on Dri-Brite. 5. When a 
customer samples Dri-Brite, she will never again use any 
other wax. 


WHY ONCE-OVER AUTO POLISH SELLS BETTER 
1. Once-Over cleans, polishes, and waxes in one operation. 2. 
Once-Over is easy to apply. 3. Once-Over leaves a hard, shining 
surface on which rain and dirt leave no marks. 4. Once-Over 
removes rust. 5. Once-Over samples make new sales. Once-Over 
makes car polishing simple and gives best results. 


DRI-BRITE’S SALES POLICY — The makers of Dri- 
Brite have always followed a strict policy of selling through 
jobbers. Every effort is put forth to maintain consistent retail 
prices which will guarantee the full margin of profit to dealers. 


AND WAXES 
SCONE apenadeon, 





Pints 60c Retail 


ORDER THE NEW CASE FROM YOUR JOBBER TODAY! 


MIRACUL WAX CO., St. Louis, U. S. A. 
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manufacturing centers. Makers of 
electrical refrigerators, washing 
machines and several lines of house- 
hold equipment anticipate that their 
second quarter demand for steel will 
be as great as in the first three 
months of the year. Smaller mis- 
cellaneous steel users, who make 
consumer goods, are taking material 
regularly but on a strict requirement 
basis. Demand from the construc- 
tion industry continues dormant. 


* + 


The emergency increase in 
freight rates granted to the railroads 
by the Interstate Commerce Com- 
mission may have an immediate 
effect on steel activity. Advances 
of two cents per 100 pounds on cer- 
tain forms of finished steel, and a 
similar amount on pig iron, will 
unquestionably lead to some con- 
sumer covering. Of even more im- 
portance to the steel industry, how- 
ever, will be the freight increases 
on raw materials, iron ore, coal and 
coke, which in some districts will 
increase costs of pig iron from 50 
cents to $1 per ton. Under the steel 
code, this rise cannot be passed along 
to the consumer before the third 
quarter. The effects of the higher 
rates on the carriers’ earnings and 
purchases can only be estimated, at 
present, but most of their added 
revenue will be offset by the 5 per 
cent increase in wages which the 
railroads restored on April 1. 


* + 


Lead prices advanced another 
five cents per 100 lb. on March 28, 
a total rise of 15 cents, or about 
5 per cent, since February 1. 

The demand which for weeks past 
has been steadily relieving producers 
of tonnage as fast as their rate of 
output, increased recently to very 
heavy proportions. The largest pro- 
ducer found orders for a time at 
about double its normal rate. Lead 
is used, in the Jargest amounts, for 
storage batteries, and for white and 
red lead and litharge. In each of 
these fields there has been a steady 
growth of demand since 1932. 


* + 


World consumption of Amer- 
ican cotton dropped in February to 
approximately 958,000 bales, against 
1,050,000 in January and 1,116,000 
in February last year. The decline 
this year was somewhat larger than 
usual in the United States, while it 
was less than usual abroad. During 
the first seven months of the season, 
from Aug. 1 through Feb. 28, world 
consumption of American cotton 
totaled 6,710,000 bales, against 
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8,216,000 in the corresponding 
months of the preceding season. 
The world stock of American cotton 
on Feb. 28 was 13% million bales, 
the smallest end-of-February reserve 
since 1930. 


* *& 


During February, for the sec- 
ond consecutive month the number 
and value of building permits have 
shown a marked increase as com- 
pared with the corresponding month 
of 1934, according to the Bureau of 
Labor Statistics. There was an in- 
crease of 39.7 per cent in the number 
and an increase of 32.2 per cent in 
the estimated value of building op- 
erations compared with February, 
1934. The number and estimated 
value of new residential buildings 
doubled, comparing these two 
months. Sizable increases were also 
shown in both the number and cust 
of new non-residential buildings, 
and of additions, alterations, and 


repairs. 
* * * 


The _ nation’s unemployed 
workers in February, 1935, num- 
bered 9,898,000, according to the 
monthly estimate of the National 
Industrial Conference Board. This 
is a decrease of 242,000 or 2.4 per 
cent, from the preceding month, but 
a shade increased over February, 
1934. Factory employment showed 
a betterment of 3.2 per cent over 
January, and payrolls a gain of 7.8 


per cent. 
* * # 


Iron and steel imports for 
February continued upward, total- 
ing 28,905 gross tons and increasing 
26.8 per cent over January and 13.7 
per cent over the corresponding 
month of 1934. While the chief im- 
ports during the month from a 
tonnage standpoint were pig iron, 
10,741 tons, no small percentage 
was accounted for by barbed wire, 
2217 tons, mostly supplied by Ger- 
many and Belgium, and _ largely 
destined to the two leading mail- 
order houses. A typical arrival at 
Boston, March 16, from Rotterdam 
was 4550 reels of barbed wire con- 
signed to Montgomery Ward and 


Company. 
* * 


A drop of three points in the 
general average of farm product 
prices between Feb. 15 and March 
15 was reported by the Bureau of 
Agricultural Economics. The price 
index stood at 108 per cent of the 
pre-war average on March 15. The 
drop was attributed to a general 
decline in crop prices and seasonal 
downturns in prices of dairy and 





poultry products. Prices of goods 
bought by farmers increased by one 
point during the month, to 128 per 
cent of the pre-war average, bring- 
ing the purchasing power of farm 
commodities to 84 per cent of the 
pre-war level. 
* * * 


Bank clearings continued the 
improvement shown in the reports 
for the early weeks of March. The 
total for the 22 leading cities in 
the United States for the week ended 
Wednesday, March 27, as reported 
by Dun & Bradstreet, Inc., was $5,- 
006,828,000 against $409,243,000 for 
the same week of last year, an 
increase of 13.3 per cent. Business 
failures throughout the country in 
the same week numbered 231, com- 
pared with 240 in the preceding 
week and 230 in the same 1934 


period. 
* * * 


Freight carloadings by rail- 
roads in the United States during 
the week ended March 23 showed a 
more than seasonal increase of 10,- 
348 cars, or 1.6 per cent, over the 
preceding week. The total was 
607,780 cars, the highest level for 
any week of the current year, and 
only a shade below the similar 1934 
week. Production of electricity for 
the same week made a gain of 4 
per cent over the like week of 1934. 


* + 


New price sheets on rubber 
belting were issued April 1, by the 
B. F. Goodrich Company and others. 
The changes on open end farm belts 
vary from a slight decline on 3 in., 
4 ply, to a general advance of 6 
to 12 per cent on other sizes, 28 
and 32 oz. Endless thresher and 
tractor belts are advanced an aver- 
age of 5% to 13 per cent. On both 
lines, the discount to dealers, from 
list prices, is 20-10-10 per cent, with 
10 per cent penalty on cut belts or 
less than standard 250-ft. packages. 


* + 


Air express handled by Rail- 
way Express Agency registered a 
gain in number of shipments of 102 
per cent for 1934 over the previous 
year, announces J. H. Butler, gen- 
eral manager of the express organi- 
zation. Heavy gains were recorded 
from all sections of the nation-wide 
air express system comprising the 
routes of 14 commercial airline 
operators, and a tonnage increase of 
115 per cent was made over figures 
for 1933. Revenue for this traffic, 
despite heavy rate reductions August 
15, showed 90 per cent gain for the 
year, Mr. Butler reported. 
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HUMPHREY HOE 





WEEDER CULTIVATOR 
LAWN SCRATCHER 
LOOSE PEBBLES FROM GRAVEL 
ROADS 


NORTH WAYNE TOOL CO. 


OAKLAND, MAINE 
General Sales Office, 6331 Tireman Ave., - DETROIT, MICH. 

















Ece BEATERS 


Positive gear mesh prevents slip- 
ping and jamming. Round, rigid 
steel for sidearms gives greatly 
increased strength. Comfortable, 
twistproof, spade type handle. Easy 
to clean. Fast, durable. 

Three Models 


No. 1 


STAINLESS STEEL patented two- 
in-one “rinse clean” beating blades. 
Green quartz MARBLETTE handle. 


No. 2 
STAINLESS STEEL beating blades. 
Same as No. 1, but with wood 
ee in green, blue, yellow and 
red. 





No. 3 


Standard type beating blades of 
tinned steel. Other metal parts 
bright nickel plated steel. Wood 
handles in green, blue and yellow. 


EDLUND CO., Burlington, Vt. 
Manufacturers of 
CAN OPENERS, JAR OPENERS, BOTTLE OPENERS, 
KNIFE SHARPENERS 











APRIL 11, 1935 








REPAINT 


THE ONE-WORD 
Slogan of Spring! 





BRUSHES 
BARKER 
























@and BRUSHES by BAKER 
fit perfectly into the picture 
as a foremost VALUE, timed 
too, thru novelty counter 
display, with seasonal mer- 
chandising plans. 


In this Brilliant Counter 
Package e 


The ‘WALL-AMERICAN” or 
‘‘WALL-PURPOSE’”’ ASSORTMENTS 


in a two-way retail set-up. Two Dozen 
fine BRUSHES by BAKER, in 3’’ e 3% 
and 4’' sizes e superior in workman- 
ship, pure Chinese bristles vulcanized 
in rubber. Two-tone colored hand- 
les, with nickel ferruling. 


VALUE OUTSTANDING! 
PACKAGED to say ‘‘BUY A BRUSH”’! 


baker brush c ine 


87 GRAND STREET NEW YORK 


HERE!™= NIE\Y/ POPEYE LINE! 


This new line, done in bright colors and 
devoted to one of the most popular car- 
toon characters of our time, is meeting 
immediate acceptance. Your jobber is 
now filling orders. 


POPEYE WRIST WATCH 

The go-gettin’ sailor man and his gang 
faithfully drawn in colors on a silvered 
dial. Popeye’s movable arms indicate the 
time of day. Chromium case, unbreak- 
able crystal, colored leather strap. Bound 
to be one of your top sellers. Retail, 
$3.50, 

The Popeye Pocket Watch, not illus- 
trated, answers to essentially the above 
specifications. Retail, $1.50. 

















POPEYE ALARM 

Has a silvered dial deco- 
rated with our hero’s noble 
likeness, which likeness also 
appears on sides and base. 
Concealed bell with top shut- 
off. Quiet-running, 30-hour 
movement. A lively display 
item and an excellent value 
at $1.50 retail. 





IMPORTANT—Write for information about 
“Brownie,” a new thin model wrist watch 
which retails at the low price of $4.00. 


THE NEW HAVEN CLOCK CO. 


4 NEW HAVEN 
CONN. 
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Two views of the kitchen in the G. E. Experimental Home. Below: Types of modern homes and floor plans 


General Electric Opens Experimental 
Home In Nela Park, Cleveland, Ohio 


N experimental house of mod- 
A ern architecture, the result 
of a General Electric re- 
search in better living, and built 
to test the value and practicabil- 
ity of a standardized-room-unit 
method of residential construc- 
tion, was recently formally opened 
at Nela Park, Cleveland, Ohio, in 
the interests of raising the stand- 
ards of home planning and effi- 
clency. 

The Nela Park house represents 
the results of an experiment. Its 
purpose was to ascertain: (1) 
whether it is possible to make cer- 
tain changes which are necessary 
to secure a relatively low cost of 
construction, occupancy and main- 
tenance and still have a structure 
with a reasonably good appear- 
ance; (2) whether these cost sav- 
ings will be sufficient to equip the 
house with most of the worth while 
devices which help to save labor 
or enhance the comfort and conve- 
nience of living, so that the fully 
equipped structure will cost no 
more than those comparable struc- 
tures which are less completely 
equipped; and (3) whether the 
general plan and modification of 
it are sufficiently good to justify 
many reproductions and so make 
many additional economies possi- 
ble, not only in the structure i:- 
self, but also in much of the 
equipment used in it. 
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Heating is provided by a Gen- 
eral Electric gas furnace. Copper 
fin-radiators are concealed in in- 
sulated boxes under windows, giv- 
ing off the heat through grilles 
immediately under the window 
stools. Temperature is controlled 
by a thermostat located in the 
dining room. 
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Lighting is incorporated in all 
rooms by a central fixture and 
wall outlets, the central fixture 
being omitted only in the living 
room. Sufficient wall outlets have 
been installed to care for all pos- 
sible normal uses. Call bell and 
buzzer have been installed in the 
hall, dining room and_ utility 
room. Waterproof exterior out- 
lets have been provided for bur- 
glar protection lighting, as well 
as decorative effects for the Christ- 
mas season. An illuminated house 
number is built into the front of 
the wall of the garage. Special 
attention has been paid to the 
placement of the garage lights 
and the use of reflectors for throw- 
ing the light on the work areas 
about the car. The fuse board in 
the basement is of the circuit- 
breaker type. 

Electrical equipment in the 
kitchen includes: dishwasher, 
range and refrigerator. There is 
space for a planning desk. Espe- 
cial care has been given to kitchen 
electrical outlets and coun‘er 
lighting. A gas fired incinerator 
is used. All built-in equipment 
has been carefully detailed for 
utility and convenience. 

One large fan and two smaller 
units are installed in a penthouse 
on the roof. The large fan con- 
nects directly with the kitchen. 
With the naturai ventilation 
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New—ef ficient 


profitable 
SCREEN DOOR BRACES 
NEW—Champion Hardware | 
patent. | 
EFFICIENT—Works on sound | | 
principle; easy to apply; || 
merely lift front edge of door | | 
to adjust and permanently 
prevent sagging in any screen | | 
door. 
PROFITABLE—Brace highly 
satisfactory in use; attractive- 
ly carded for rapid sales; good | | 
margin and fast turnover for | | 
high profits. 


ORDER JIFFY SCREEN 
DOOR BRACES 


The No. CA 160 G 
She 


CHAMPION 
HARDWARE 
COMPANY 


130 PLEASANT AVENUE 
GENEVA OHIO 























3-oz. handy cans 
30c, 1 oz. can 15ce 


Regular 2-oz. bottle 
35ce retail 


5 sizes, each 
25e per carton, retail 


Every Gun-Owning Customer 
Really NEEDS 


HOPPE’S No. 9 


and the New | 
HOPPE’S CLEANING PATCHES | 


B* no means is all ammunition non-corrosive. In small-bore certainly the 

best stuff is NOT! No customer can safely neglect the bore of a good 
firearm. RECOMMEND the use of Hoppe’s No. 9 regularly to loosen lead or 
metal fouling, remove all residue and prevent rust. Recommend using it with 
Hoppe’s Gun Cleaning Patches. Clean, soft, absorbent cotton flannel, correct 


in shape and thickness. Five sizes. . . . and recommend 


HOPPE’S Lubricating OIL 


for gun actions, fishing reels, all light mechanisms. Specially refined. Light. 
Pure. Penetrating. Won't gum. Every shooter-—every home—needs this oil. 
Your Jobber will supply you promptly. Stock these demand-producers NOW. 


FRANK A. HOPPE, INC. 


2314-A North 8th St., Philadelphia, Pa. 
NEW YORK: Ed. W. Simon Co., Inc., 302 Broadway 
LOS ANGELES: H. L. Bowlds, 108 West 2nd St. 





National Advertising) 


Helps You Sell 





FOWLER & UNION ; 
ADVERTISEMENTS WILL BRING 
CUSTOMERS TO YOU THIS SPRING 


They want the finest nails from America’s 

oldest Horse Nail manufacturer—the black- 

smith’s favorite for over 50 years—and they 

want the box tops to send back to us. 
Order from your jobber. 


Fowler & Union Horse Nail Co., 1000 Military Rd., Buffalo, N. Y. 


NORTHWESTERN 
CROWN ” UNION 


IN NEW COLORED BOXES 


Sens 


Cc 


a 
e % 


Pan? 





ABRASIVE PRODUCTS, Inc. 
SOUTH BRAINTREE MASS. 


EWEL BRAND 
Sandpapers 
and Abrasive Cloths 
are packed in neat, 
clean and convenient 
packages which elim- 
inate waste. 


(ne 


ABRASIVE PRODUCTS. INC 





THE JEWEL PACKAGE 
Is Easy To Handle and Store 


and will save you many dollars. JEWEL Abrasive 
Products include: Jewel Garnet Paper and Cloth, 
Jewel Emery Cloth, Jewelox Metal 
Working Cloth, New Process Wood 
Working Paper and Jewel and Pil- 
grim Brand Flint. 








Abrasive Products, Inc. So. Braintree, Mass. 
Send us a copy of your catalog. (H. A-1) 

FIRM 

ADDRESS . 

ATTENTION OF 
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through the penthouse and the 
forced ventilation with the fans, 
fresh air should be provided at 
all times. 

The Nela Park house is located 
on a lot 60 feet wide and 150 feet 
deep. The rooms are all on one 
floor. The ceiling of the living 
room is 12% feet high, while 
those of the rooms are 8 feet high. 
The garage is attached to the front 
of the house, and faces the street. 
It could be turned so that the 
garage would be on one side, but 
in this event a lot 100 feet wide 
would be required. The high liv- 
ing room roof and the main house 
roof are level, except for a slop- 
ing parapet at the outside walls. 
The living room roof drains 
through scuppers to the lower 
main roof, and from this point to 
the storm sewer through two in- 
side downspouts. Adequate insu- 
lation insures coolness in summer 
and warmth in winter. The main 
floor of the house is raised 214 
feet above ground level; this 
lowers the cost of installing the 
plumbing and heating system and 
actually improves the floor space 
because it raises the windows 
above the usual shrubbery line. 

The living room of the experi- 
mental house has high ceiling, 
large vertical windows, and gen- 
erous floor space; the dining room 
is part of the living room in that 
it forms the base of a letter “L”, 
yet shows its reduced importance 
with lower ceiling and smaller 
floor area. The kitchen, carefully 
considered for every location of 
individual equipment, finds its 
place logically between the din- 
ing room and the utility room. 
This latter serves as a means of 
access to the front entrance hall, 
or egress to the garage, basement 
or outside, door. 

The half basement, containing 
laundry trays, heating equipment 
and toilet is placed only under the 
dining room, kitchen and utility 
room, although provision is made 
for the possibility of excavating 
under the living room and using 
this space as a recreation room. 

This house can be reproduced 
in wood, stone or brick as readily 
as in stucco. The builders believe 
that the house is a barometer for 
determining the public reaction to 
certain innovations. The Nela 
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Park house has exterior walls of 
Haydite block (a light weight in- 
sulating concrete block), 12 in. 
thick in the basement and 8 in. 
elsewhere. Directly to this on the 
exterior surface is applied three 
coats of Portland cement stucco. 
On the interior surface, wood fur- 
ring strips are nailed to the blocks 
and to these strips rocklath, with 
aluminum foil insulating surface 
and two coats of plaster applied. 

Following are some of the con- 
clusions that have been reached as 
a result of this experiment. 

1. That the flat roof has a con- 
siderable cost advantage, is prac- 
ticable and will probably come 
into general use. 

2. That there is no good reason 
for the backyard location of the 
garage and that it should be lo- 
cated where it will decrease the 
pavement required for reaching it 
and increase the convenience of 
using it. 

3. That adequate electrical wir- 
ing is well worth its cost. 

4. That there is an economical- 
ly sound basis for the use of much 
more equipment in a house than is 
normally supplied with it. 


5. That one floor plan for the 
living room, dining room and 
kitchen space can be used by 
many families if provision is 
made for a variation in the num- 
ber of sleeping rooms, and that 
it is practicable to plan a combi- 
nation of standardized room units, 
consisting of living and work 
space and sleeping rooms, which 
may be assembled in such a way 
as to meet the requirements of 
different families without sacrific- 
ing the advantages which may be 
obtained through a high degree of 
standardization. 

6. That these units,’ when as- 
sembled into houses, will harmo- 
nize, and that a street of such 
houses will not result in unpleas- 
ant monotony. 

7. That the cost savings result- 
ing from greater standardization, 
better planning and the elimina- 
tion of certain high-cost forms of 
construction would greatly reduce 
the cost of the structure and the 
equipment used in it. It is not 
possible to estimate how great this 
reduction would be, but it is be- 
lieved that a cost saving of 50 per 
cent is eventually possible. 





CONVENTION CALENDAR 


36TH ANNUAL Congress of the Na- 
tional Retail Hardware Associa- 
tion, Hotel Statler, Detroit, Mich., 
June 17 to 21 inclusive, 1935. 
Managing Director, H. P. Sheets, 
130 East Washington Building, In- 
dianapolis, Ind. 


Mississippi Retail Hardware & Im- 
plement Association Annual Con- 
vention, Buena Vista Hotel, Biloxi, 
Miss., June 11 to 13, inclusive, 
1935. John F. Jennings, secretary, 
307 Standard Life Bldg., Jackson, 
Miss. 

New York Housewares Show, Penn- 
sylvania Hotel, New York City, 
July 10 to 19 inclusive, 1935, Flo. 
English, secretary, Hotel Pennsyl- 
vania, New York, N. Y. 


SouTHEASTERN Retail Hardware and 
Implement Association Twenty- 
first Annual Convention and Ex- 
hibition, City Auditorium, Atlanta, 
Ga., May 7 to 11 inclusive, 1935. 
H. M. Simmons, secretary, 317 
Ten Forsyth Street Bldg., Atlanta. 


Tue Harpware Association of the 
Carolinas Annual Convention, Ho- 


tel Charlotte, Charlotte, N. C., 
June 11 to 13 inclusive, 1935. Ar- 
thur R. Craig, secretary, 803 
Commercial Bank Bldg., Char- 
lotte, N. C. 


Tue Retamw Hardware Association 
of Alabama Annual Convention, 
Gay-Teague Hotel, Montgomery, 
Ala., May 16 and 17, 1935. J. H. 
Crowe, secretary, 410 N. 21st St., 
Birmingham, Ala. 


TripLE ConvENTION—Southern Sup- 
ply and Machinery Distributors’ 
Association; American Supply 
and Machinery Manufacturers’ 
Association, and National Supply 
and Machinery Distributors’ As- 
sociation. Carolinas Hotel, Pine- 
hurst, N. C., May 14-16 inclusive. 
Southern Association Secretary- 
Treasurer: Alvin M. Smith, care 
Smith-Courtney Co., Richmond, 
Va. American Association Secre- 
tary-Manager: R. Kennedy Han- 
son, 604 American Bank Bldg., 
Pittsburgh, Pa. National Associa- 
tion Secretary-Treasurer: George 
A. Fernley, 505 Arch St., Philadel- 
phia, Pa. 
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SOMETHING NEW 


SHAWMUT 


BLACK 
LINK 
LABELED 
PLUG 
FUSES 


; Approved by 
Before Blowing Underwriters After Blowing 


Laboratories 


The contrast between the black link and white interior, plus 
the full size window permits easy detection of blown fuses. 


Display Carton 


The CHASE-SHAWMUT COMPANY 
NEWBURYPORT MASSACHUSETTS 
Fuse Specialists Since 1893 











With an HONEST DEAL 








So Check The CARDS Dealt You 


“CHICAGO” Roller Skates will pass these tests. 

. They are the BEST QUALITY for the price. 

. They build GOOD WILL and net a FAIR PROFIT. 

. Greatest DEALER PROTECTION with DEFINITE RESALE POLICY. 
. They are NATIONALLY ADVERTISED and ACCEPTED. 

. The Manufacturer is PROTECTING YOUR INTERESTS. 


STYING ee Cane WARE + 


“CHICAGO” Roller Skates are universally recognized as 
the Standard of Quality. ‘They are backed by an honest 
Dealer-Jobber Policy. We now offer a “HIGH-LOW” 
Hand that will meet every dealer’s problems. 


We invite Dealers and Jobbers looking for an Honest 
Deal, to write us about our 5-POINT LINE with price 
range to meet all present demands. 


CHICAGO ROLLER SKATE CO. 


Roller Skates With Records for Over 30 Years 
4456 W. Lake CHICAGO, ILLINOIS 


TRIPLE-TREAD “TRIPLE-WARE” WHEEL 


aor oN 





























ony) in Juamble! le r 
EXxtRuDED Oo PADLOCKS 


The Corbin Extruded Metal 
Padlocks afford the greatest 
security, strength and dura- 
bility through 
exclusive spe- 
cial features 
in pin tumbler 
construction. 
Their worth is 
proven by their consistent 
satisfactory performances 
at all times and under all conditions. 


CORBIN CABINET LOCK CO. 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN., U. S. A. 
NEW YORK CHICAGO PHILADELPHIA 











FARM MACHINERY NEEDS TO 
BE EQUIPPED WITH 


NEW OILERS 


During the winter oilers 
have been broken, lost or 
misplaced. Now is the 
time to remind those who 
come in your store of the 


oiler they need. 











This Eagle pump oiler 
is substantially made. 
Welded steel spout, 
ball valve, machined 
and ground brass 
plunger. No pump 
leathers. Enameled 
in attractive brilliant 

















colors. Fit all recep- Display Carton Con- 
tacles for holders on tains % dozen %-pint 
harvesting machinery. oilers with bent spouts. 

This Display 





Acts As a Reminder to Replace 
That Lost or Broken Oiler. 


It is colorful and suitable ORDER FROM YOUR 
for use on your counter JOBBER 


*. . o.. Or write to us for list of 
or in your display win jobbers carrying this line in 


dow. your territory. 


EAGLE MANUFACTURING CO. 
Wellsburg, W. Va. 
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Adequate Old-Age Pensions 


(Continued from page 59) 


large manufacturer, will augment 
the Government pension by a sound 
plan of his own, handled by an in- 
surance company. 

Under any sound pension plan a 
capital fund, set up as a reserve 
against the ultimate requirements of 
the individual insured, is segregated 
from the assets of the company or 
firm, and this fund is not subject to 
change or reduction, whatever hap- 
pens to the board of directors gov- 
erning the company, or to the presi- 
dent of the firm. Boards of directors 
and presidents may go out of office, 
unforeseen business emergencies 
may arise, and unless this fund is 
protected it is all too easy for the 
money so set aside to be diverted to 
other uses. To promise pensions and 
then to use the fund from which 
they are paid for other purposes, 
leaving the workmen without the 
money they have counted on, is more 
than unfair. It is an almost perfect 
method for turning good citizens 
into Bolshevists. 


Insurance Company 
as Trustee 

Under a sound pension plan the 
insurance company acts as trustee 
for the money set aside, and pro- 
tects not only the employees but 
also the employer—against circum- 
stances which. might make it im- 
possible for him to provide pensions 
which he honestly wished to pay. 
Moreover, premium rates under an 
insured plan are known and guar- 
anteed, and unless the costs of pen- 
sion insurance are known it is 
impossible to make adequate provi- 
sions in the form of a proper fund 
to meet them. The insurance com- 
pany is a business expert. No one 
would expect an insurance company 
to know much about nails or door- 
knobs, and it is no less idiotic for a 
hardware merchant or manufacturer 
to feel that he knows more about 
pensioning his employees than an 
insurance company does. 

The insurance company, working 
out a pension plan for any given 
company or firm, will consider cer- 
tain facts which the individual or 
the board of directors will overlook. 
It will make a survey of the previous 
employment records of the various 
departments of the company, and of 
the average business life of the em- 
ployees. It will consider the part 
of the country in which the factory 
or store is located, for the pension 
requirements of a large manufactur- 
ing center and a small town in the 
Middle West are not at all the same 
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thing. It will consider, likewise, the 
pensioning of female employees. 
The individual or board of directors, 
setting aside money for a pension 
plan, will not realize that it costs 
more to pension female employees 
at a given age than it does to pen- 
sion male employees. And the in- 
surance company will consider labor 
turnover and its costs, a matter 
likely to be disregarded by anyone 
not experienced in insurance 
methods. 


Proportionate Pension 

The insurance company will do 
something else—it will see to it that 
all employees earning a certain 
wage are pensioned alike, that the 
pension will be in proportion to the 
salary earned; and it will pay no 
attention whatever to the financial 
condition of the employee. One man 
employed by a large company may 
have an adequate savings account; 
another, either through shiftlessness 
or ill- luck, may have nothing put 
aside for the future. Such differ- 
ences concern the insurance com- 
pany not at all, but the individual 
employer may take them into con- 
sideration. A man who has saved 
should in no way be penalized for 
his thrift—which is exactly what re- 
fusing to pension him amounts to. 
The thrifty man, as a matter of fact, 
is likely to be a far better workman 
or a far better executive than one 
who is shiftless or extravagant. 

Certain employers who are defi- 
nitely interested in this matter of 
pension insurance are postponing 
action until they see what the Gov- 
ernment is going to do. This is 
foolish. Time is the essence of a 
pension plan, just as it is the es- 
sence of so many other things in 
the world. The less time there is to 
create a given fund, the greater will 
be the payments required for that 
fund, for money set aside early 
earns compound interest, and the 
smaller the interest earned, the 
greater the original fund needed. A 
pension should provide for more 
than a bare minimum of subsistence, 
yet the country as a whole cannot 
provide really comfortable pensions 


for its aged poor out of taxation. 

This sounds like a vicious circle: 
unless we have adequate pensions, 
we will have suffering and distress 
and crime, and a continuation of ex- 
pensive “relief.” Yet the Govern- 
ment itself cannot afford to pay ade- 
quate pensions. The answer, of 
course, lies to a large extent in 
proper insurance handled by quali- 
fied insurance companies. 

We all pay for the support of the 
needy poor. Under our present sys- 
tem we are all paying more for this 
support than is necessary—and if 
the theorists have their way, we will 
pay a great deal more than we are 
doing now. Adequate pension plans 
managed by insurance companies 
will eliminate more than the money 
costs. They will destroy many of 
the basic factors which cause riots; 
they will modify crime and delin- 
quency if they will not entirely do 
away with it. And they will go a 
long way towards removing the un- 
derlying discontent which causes 
“Red” upheavals. 

If my readers do not believe this 
last statement, they may at least 
read with interest the remark made 
recently by a member of the Com- 
munist Party engaged in distribut- 
ing Communist propaganda in New 
York City. 

“When I see a tenement or apart- 
ment house that is neat and clean, 
with the hall swept and the win- 
dows washed and the front steps 
shining,” said this man, “I pass 
right by. I know that no one there 
will listen to me. But when I see a 
place with broken windows and 
dirty steps and rubbish in the hall, 
then I ring every doorbell in that 
building, and almost everyone listens 
to me. /f,’ continued this man, 
“the men who don’t like me and my 
kind realized this, and saw to it 
that people have a decent place to 
live in and a little money to spend, 
we'd be licked before we could start. 
Only the fools won’t see it that 
way.” 

There can be no better argument 
for adequate old-age pensions than 
this one, provided by a man who is 
against the whole present system. 
Capitalists, large and small, will 
consider it—or merit the name given 
them by the Communist. 





Issues Circular On 
Barcol Electric Fans 


For distribution by retailers or whole- 
salers Barber-Colman Co. has issued a 
circular illustrating and describing 
different models of Barcol electric fans. 
List prices are given in the descriptive 
matter and each of the illustrations is 


in actual color. Specifications are 
given on the different models together 
with data on the design of the fan 
blades and a chart on the speed of 
air delivery from the blades. The 
company has also issued catalog pages 
for wholesale distributors. Barber- 
Colman Co., Rockford, III. 
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Worth $5.00—Sells for 75¢ 


This new Keystone VAC-SPRAY does more work 
better than elaborate equipment selling at many 
times its price. It can be used for fertilizing, disin- 
fecting and all spraying and hose tasks. 


At 75¢ every customer is a prospect for this new 
ingenious device. It is simple to operate, efficient 
and durable. Each VAC-SPRAY is chromium plated 
and comes packed individually, one dozen to the 
attractive display carton. ORDER NOW, and start 
cashing in on a ready market. If your jobber does 
not yet handle VAC-SPRAY, write to us direct. 


KEYSTONE BRASS & RUBBER CO. 
811 Chestnut Street Philadelphia, Pa. 

















TOCKS of Star "Moly" hack saw blades gather 
no dust on your shelves—nor on the shelves 
of your customers. Larger turnover means larger 


profits. Outsell because they outclass—both 
hand and power. 

Sold only through Hardware and Mill Supply 
Distributors—all leading distributors stock Stars. 


= a pag ee 








ee 








Ww CLEMSON BROS., INC. 


MIDDLETOWN, N. Y. 
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PRUNING TIME and this 
NATIONAL ADVERTISING 


a & get FA 









1 COUNT | 
SR 


will ey to your store 
i 


ng for... 


Seymoue SmitH PRUNERS 


This famous line is complete in every detail—quaranteed, 
nationally known pruners, beautifully packaged and com- 
pletely merchandised. 

Check up on quick sellers such as the "“Snap-Cut" and | 
"Clipper" Pruners, "Lightning Clipper Hedge Shears, 
"Clean Clipper" or "Handy" Grass Shears, "Tip Top" Tree 
Trimmers and other Seymour Smith leaders. They are— 


NATIONALLY KNOWN 
PROFITABLE TO SELL 


WRITE US FOR COMPLETE INFORMATION 

















Seymove $mitH % SON, INC. 
OAKVILLE, CONN. 


Sales Representatives, John H. Graham & Co., Inc., 
113 Chambers St., New York City 
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If It’s Sales You Want 
.. . Here They Are! 


If you were to guess the price of 
Counselor Scales, you’d doubtless 
name a figure far above the actual 
price .. . because of the excellent 
quality, accuracy and beauty. And 
that’s just why consumers buy... 
the values are unequalled any- 
where. Fully guaranteed. Order 
from your jobber. =, 


THE BREARLEY CO., ROCKFORD, ILL. 

New York Representatives: 
LOEB-STERN, Ine.. 
19 West 23rd St. 





teen SP Model 800 


“Correct in Every Weigh” 


COUNSELOR 
Bath Room Scales 
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Camp Cottages Present New Market 


This rapidly developing industry 
cannot stand still. As it is forced 
by competition into refinements 
of accommodation approaching 
the small hotel, more _preten- 
tious cottages will appear. It is 
an industry in which the hardware 
man may profit well if he gets 
firmly established as a selling 
force now, while it is developing. 

Already the larger camps are 
providing playgrounds for chil- 
dren and their parents. One camp 
manager attributes much of his 
patronage to the presence of 
swings. When cars drive up to 
look over the cottages, the young- 
sters make for the swings and that 
usually decides the parents. This 
manager plans to add slides and 
sand boxes this year. Of 3000 
camps, 76 per cent reported their 
intention of adding playground 
equipment this year, running all 
the way from sand boxes through 
amusement parks, swimming 
pools, tennis courts and golf 
courses. 

A number of cottage camps 
have a_ central “community 
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(Continued from page 47) 


house.” (Kitchen equipment orig- 
inal and replacement sales again. ) 
Radio and recreational equipment 
and the laundries are grouped in 
this building. About 19 per cent 
of the cottage camps have musical 
equipment of some sort. The 
laundry market is an excellent one 
here, 51 per cent having laundry 
facilities of some kind, many of 
which could use additional items. 
Coin-in-the-slot washers, dryers, 
mangles and irons are used. There 
is a need for “baby” or 1-sheet 
washers for individual cottages. 

Inside toilet facilities are an 
absolute necessity and, while 
many thus far do not have these, 
competition of conveniences will 
soon force their provision. Hard- 
ware dealers handling plumbing 
supplies will find this a profitable 
field. 

In the early days of the camp 
cottage industry, owners and man- 
agers bought many thousands of 
dollars’ worth of poor quality 
merchandise that had to be 
scrapped after short periods of 
use. They bought in good faith, 


+ 


from unscrupulous, high-pressure 
salesmen, many of whom never de- 
livered the goods on which de- 
posits had been made. Having 
learned a lesson, the average camp 
manager now deals with recog- 
nized and reliable firms and pur- 
chases trade-marked products, a 
fact that leads him to the estab- 
lished hardware store, particu- 
larly if he has been invited. 

Drive out and look over the 
cottage camps in your neighbor- 
hood. Make notes of the equip- 
ment you believe they need. Then 
drop a note on Monday telling 
them you are stopping in Tues- 
day morning, just so they will 
know you when you drive up with 
your samples. You can solicit 
them by mail, but they will ap- 
preciate your calling in person 
with a traveling display. It may 
be they haven’t the opportunity to 
get away from their camps for a 
visit to your store. Your selling 
service will be appreciated and 
you will have added a profitable 
and steady purchaser of many 
items from your hardware stock. 





In many parts of the country large establishments are appearing to take care of the traveling and vacation accommoda- 


Albion Caulking Gun 


The Albion Gun is for caulking, 
glazing, greasing, seaming or applying 
plastic or semi-liquid material. Made 
with swivel handle, permitting opera- 
tion from any angle. Variable handle 
grip leverage permits applying of great 
pressure with only ordinary effort. 
Back pressure release lever, when used 
stops flow of caulking compound or 
other contents. Utilizes a specially con- 
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tions of thousands. 





structed gripping plate working on a 
piston rod, giving perfectly controlled 
hair-line action. Offered in five sizes 





This is one of many. 


5-7-10-12-14 inches, cylinders 2 in. in 
diameter. With substitution of an ap- 
propriate nozzle, it is quickly converted 
into a handy and efficient grease gun. 
Finished in rust-resisting cadmium or 
chromium plate. Has standard pipe 
thread nozzle, trip thread screw cap, 
variable leverage, threaded cylinder, 
balanced grip and compensating ad- 
justment screw. Albion Mfg. Co., 
Albert and Martha Sts. Philadel- 
phia, Pa. 
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Preferred by many housewives to all other scouring devices. Backed 

by a national advertising campaign reaching seven million homes 

regularly. The leading stores are featuring . . . Gottschalk's Metal 
Sponge, Bronze Ball, Hand-L-Mop and Kitchen Jewel. 


METAL SPONGE SALES CORP., Philadelphia 















Sales you can have 


At this season of the year, your 
neighbors want 


Moore Push-Pins 


Aluminum or Glass Heads, to fasten up photo- 
graphs, small pictures, drawings, curtains and 
draperies, and many lightweight wall decorations, 
and 


MOORE PUSH-LESS HANGERS 


for framed pictures, mir- 
rors and heavy articles, 
without marring walls. 
Simply show our new 

REVOLVING CABINET 
containing the popular as- 
sortment of 72 idiate, and 
sales will be continuous. 
Ask your Jobber for one 
today. 

Write direct for a supply 
of 16-page illustrated Book- 
lets, "The Home Beautiful,” 
imprinted with your name, 
to give to your customers. 
Will bring much new 
business to you. 










MOORE PUSH-PIN CO. 
113-125 Berkley St., PHILADELPHIA, PA. 








SELL 









PRODUCTS 


it’s Spring! 


IRON FENCES 


Fenee 
Time 


(CHECK up on your supply 
of Stewart Sales’ liter- 
ature on the products listed 
herewith—if you haven’t an 
ample supply, write us. You 
should have copies of the 
new Stewart catalogs for use 
this season. Being in the 
hardware business gives you 
a splendid lead on prospects 
—so be prepared to make 
immediate sales. Write for 
the Stewart dealer proposi- 
tion, also the new Spring 
Stewart Catalogs. 


The STEWART IRON WORKS COMPANY, Inc. 
121 Stewart Block . . . . Cincinnati, Ohio 


CHAINLINK 
WIRE FENCES 


GATES : ARCHES 
WINDOW GUARDS 


BALCONY 
RAILING 


FOLDING GATES 


Viscellaneous 
Tron Work 
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YOUR 





USE 


“BLACK LEAF 40” 


TO KILL INSECTS ON PLANTS 


The double-action killing power of 
“Black Leaf 40” (by contact and by 
fumes) quickly kills “sucking” types of 
garden pests. But the uses of “Black 
Leaf 40” do not stop there. It is the versatility of 
“Black Leaf 40” that makes it a profitable item for 


you. 
HAS MANY USES 


“Black Leaf 40” kills insects on plants and flowers. 
Prevents dogs from staining evergreens and orna- 
mentals. Kills poultry lice and feather mites. Kills 
ticks and lice on sheep and lice on other animals. 
Useful against stomach worms in sheep. 


YEAR ’ROUND DEMAND 


The many uses of “Black Leaf 40” advertised in over 
200 publications each year for over five years have 
created a year round demand for it. Get your share 
of this business. Are you carrying sufficient stock of 
“Black Leaf 40°”? Is your assortment of sizes com- 


plete? Your jobber has “Black Leaf 40.” 
FREE DISPLAY KIT 


Contains counter display cards, leaflets, deal- 
er ads and other sales helps. Ask for it. 





TOBACCO BY-PRODUCTS & CHEMICAL 
CORPORATION INCORPORATED 
LOUISVILLE, KENTUCKY 
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What's New 


for Retail 


Hardware Stores 


Hamilton Beach Offers 
Mother’s Day Display 

This Mother’s Day Display offered by 
Hamilton Beach Co., enables dealers to 
tie in with the company’s national ad- 
vertising in magazines. Produced in color 
it is 24 in. by 37 in. It has an easel back 





and can be stood up or hung up and 
used as a banner. Now available for 
shipment to dealers free of charge, parcel 
post prepaid. Circulars and newspaper mats 
with special Mother’s Day appeal are 
also furnished free. Hamilton Beach Mfg. 
Co., Racine, Wis. 


Ames 2” Throat 
Pocket Gage 


This deep throat gage measures thick- 
nesses of sheet 2 in. in from the edge. 
Of compact size it may be carried in the 
pocket and is durable, accurate and quick 
to operate as anvils are opened by press- 
ing down lever at top. Closed with a 
uniform spring tension by releasing lever. 
Capacity for materials up to 5/16 in. in 
thicknesses. The 2 in. dial is graduated 
to indicate thousandths of the inch, yet 
wide apart so that finer measurements are 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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easily estimated. Chart attached to back 
gives fractions and decimal equivalents. 
Frame of bronze, chrome plated. Un- 





breakable crystal. Other parts are rustless. 
Weight 7 oz. B. C. Ames Co., Waltham, 
Mass. 


‘Red Devil” 024 Glass 
Cutter Is Improved 


Illustrated is the improved “Red Devil” 
Glass Cutter 024 of stream line design. 
Handle allows cutting with either two 
fingers or one finger on top, as the user 
prefers. Head is long reach style with 
the usual “Red Devil” bevel for cutting 





TL. 


with a rule. Has machine made “Red 
Devil wheel with oversize Monel metal 
axle and is pregreased. For universal use 
it will cut any style of flat glass. Packed 
12 in a display box. Landon P. Smith, 
Irvington, N. J. 





**3-In-One” Furniture Polish 


Offered as a companion product to 
“3-In-One” Oil, “3-In-One” Furniture 
Polish is a creamy polish for furniture and 
woodwork and is said to quickly remove 





dirt and film and to leave a high lustre 
and hard finish without hard labor. 
Packed in three sizes in specially designed 
“non-slip” bottles packaged in attractive 


individual cartons. Window and counter 
display material is available. Illustrated 
is a display showing each of the three 
cartons and various sales points. Dis- 
play has rack for holding attractive and 





colorful circular matter describing the 
product. Consumer advertising will in- 
clude coupons for samples. Three-In-One 
Oil Co., 170 Varick St., New York City. 
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2sizes}| JINTERPRISE 
16 & 18 Qt. 
Bth7 | ALUMINUM 


CoLD PACK 
CANNER 


- anti 





Generous size — won- 
derful value—sanitary 
appearance — sturdy 
construction — and 


aluminum radiates heat 
evenly to every inch of 
each jar. It does a prize 
winning job of home 


canning — it will be an 
outstanding seller for 
you. 


Display NOW for 
RHUBARB 
STRAWBERRY 
CHERRY and 
ASPARAGUS 
SEASONS 














Ask Your Jobbers’ 
Salesman to Show 
You His Catalog 
Sheet on This 
Canner. 

The Enterprise Aluminum Co. 


Massillon, Ohie 





4 color 
label 
attracts 








Women 














This complete Catalog sent on request 
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At Our Expense 
Learn the Real 
Quality of Staples Wax 


/ 






WE are confident that Staples Floor Wax has no 

superior in quality and results obtained from its 

use. That’s what thousands of users tell us. That’s 

what we ask you to find out at our expense. Just 

send in your request on your company stationery 
and we'll see that you 

STAPLES get a regular size can, 
promptly. 


H. F. Staples & Company, Inc. 
Medford, Massachusetts 
Fine Floor Waxes since 1897 


528 offers the same 


Rim Latch. For mortise jobs, 


Illustrated here is the No. 527 
the No. 


features. 
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G.E. Hotpoint Promotion 
For “Mother’s Day” 


For the promotion of General Electric 
Hotpoint appliances in connection with 
Mother’s Day, which falls on Sunday, May 
12, a special featured item has been made 
available in a Mother’s Day gift package. 
It is the Mayfair, six cup coffee maker 
listing at $5.95. The idea of “Sensible 
Gift Giving” is being advertised in May 
in three leading women’s publications. 
The attractive window banner in four 
colors, 21 by 26 in., illustrating some of 
the General Electric Hotpoint appliances, 
and shown here, is also offered to dealers. 
The special package is printed in spring 
green with a white all over ribbon ef- 
fect and with card printed on carton. Gen- 
eral Electric Co., Merchandise Department, 
Bridgeport, Conn. 


Display Rack For 
Panther Friction Tape 


Dealers are offered this display rack for 
Panther Friction Tape. Stand is finished 
in red, orange and black and will hold 
in the front 10 rolls No. 1, 8 rolls No. 2, 
6 rolls No. 4 and 2 rolls No. 8. Contains 
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reserve stock of 22 rolls of No. 1, 24 
rolls of No. 2 and 2 rolls each of Nos. 
4 and 8. Each package is Cellophane 
sealed. Tape Division, The Okonite Co., 
Passaic, N. J. 

Liquid Screen Door 

Closer No. 650 


The Independent Lock Co. has an- 
nounced Liquid Screen Door Closer No. 
650 as part of its line of Universal Door 
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Closers. Offering complete adjustable 
range of closing speeds. Has heavy one- 
piece forged steel crankshaft with triple 
bearings and an original spring plate de- 
sign incorporating an unusually heavy 
spring designed to make the closer power- 
ful and capable of years of service. 
Specially designed jam bracket permits 










hand, right 


installations — left 
hand, parallel arm, inside, outside or be- 
tween door—without reversing any parts, 
without use of brackets or special arms. 
Also designed for use on light pantry 


normal 


doors and combination doors. The Inde- 
pendent Lock Co., Fitchburg, Mass. 





Atkins Nine Piece 
Spring Window Display 

Here is the Atkins nine-piece window 
display which is planned to harmonize 
with spring building and tool window dec- 
orations. Display lithographed in royal 
blue and chrome yellow. Appropriate for 
either windows or store interiors. Large 
center panel is 10 ply cardboard heavy 
enough to hold a saw securely in a special 
“shelf”. Unmounted pieces are strip 
gummed so they may be applied directly 
to the window glass or hold the streamers 


SILVER STEEL SAWS 





leading to the center panel. If used in- 
side the store, the unmounted pieces may 
be suspended by horizontal strings. Full 
illustrated setting up directions are shown 
on the back of each display. The dis- 
play was “store tested” before being 
adopted by the Atkins organization. Avail- 
able from wholesale hardware distributors 
or from E. C. Atkins & Co., 402 S. Illinois 
St., Indianapolis, Ind. 


American Steel Wool 
Offers “Bak-Bone” Pads 


American Steel Wool’s “Bak-Bone” Pads 
are steel wool pads with a “back bone” 
of special fibre board size 354 in. by 4% 
in., around which a ribbon of steel wool 
is wrapped. This gives firmness and back- 
ing to the steel wool and applies the 
sandpaper block idea to the product. The 
“back-bone” keeps the steel wool flat for 
flat surfaces and distributes pressure 























from the hand evenly, so that there are 
no streaks from fingers pressing through 
the wool. Ribbon of steel wool can be 
unwound, folded and refolded making 
possible many fresh abrasive surfaces, 
withort tangling in the process. Even 
the last fold is usable because of the firm 
backing. There are sixteen large “Bak- 
Bone” pads in each package. Package 
has closed ends to keep contents clean. 
The package is attractive. Pads are sup- 
plied in regular grades of steel wool— 
No. 3, No. 2, No. 1, No. 0 and No. 00. 
American Steel Wool Mfg. Co., Inc., 9 
Desbrosses St., New York City. 





Vita-Cote, Vita Wax and 
Easy Way Applicator 


Boston Varnish Co. is offering Vita-Cote, 
Vita Wax and the Easy Way Applicator 
for applying these two products. Vita- 
Cote, a clear transparent liquid coating 
of great durability and toughness, is for 
application to wood floors. The maker 
states that when applied to wooden floors 
it penetrates into the wood fibers, im- 
parting an extra toughness and resistance 
to wear. Of pale color it may be used 
over light colored woods without seri- 
ously darkening them, is waterproof and 
will not scratch white, and is self-smooth- 
ing, causing brush marks, ridges or laps 
to be leveled out automatically, says the 
maker. Surface drys and is ready for 
use in four hours. Vita Wax, is a self- 
polishing liquid for use on hard wood 
floors, painted or printed linoleum. It 
should first be applied over the whole 


K Ya y1t7€ 


VITA-COTE 


FOR FLOORS 








surface when new or following a coat of 
Vita-Cote. May be used from time to 
time in sections where wear is greatest 
without going over entire surface. Said 
to dry in twenty minutes with attractive 
valvety lustre. The Easy Way Applica- 
tor is equipped with long handle and 
metal base, covered with interchangeable 
fabric pad that may be removed for cleans- 
ing or changes quickly. Boston Varnish 
Co., Everett Station, Boston, Mass. 
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~GHICABD)— 
SPRING HINGES 
New “Sagless” Spring Pivot-Hinge 





Type 4007 


Exterior Tension Adjustment 


An improved hinge for the gates in modern buildings 
and for replacing obsolete equipment in buildings to be 
made modern. 

The exterior tension adjustment permits regulating the 
spring power, after the gate has been hung, to suit 
different sizes and weights of gates or individual 
preferences. 


Chicago Spring Hinge Company. 
CHICAGO | __. NEW YORK 








Antique Bronze 
Brass - - - Copper 








HANOVER 


SUPERAPEX 


Electro -ZINC - plated 


— PE ne 
cia oys 
 Abeaionan ” 











Higher Quality Merchandise 
at No Higher Price 


Ask Your Jobber 


HANOVER WIRE CLOTH Co. 


Hanover Pennsylvania 














A RAPID SELLER 





STAR 


HEEL PLATES 


are in great demand. 





The outstanding sell- 
ers for over 25 years. 9 sizes to fit smallest or largest 
shoes. 4 gross pairs in box. Also 3 pairs assorted 
on cards. Sold by Leading Jobbers. Send for Sam- 


ples and Prices. 


. STAR HEEL PLATE CO. e 


Newark N. J. 








DIRECT MAIL 


Addressing 
and Mailing Service 


Our Names and Addresses of Hardware Retailers Are 
Up-to-Date. 
Do Not Contain Dead Names—Have No Duplications. 
Include All New Names. 
Bring Maximum Success to Your Direct Mail Campaigns. 
9 
Our Mailing Operations Are 
EFFECTIVE *ECONOMICAL*PROMPTLY EXECUTED 
Prices Reasonable. Write for Details. 


HARDWARE AGE ADDRESSING DEPT. 
239 W. 39TH ST., NEW YORK, N. Y. 
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PAINT 
SPRAYERS 


ELECTRIC COMPRESSOR 
OUTFITS COMPLETE 


List as low as 
(without 
$20 and $14 motor ) 
Others $5.00 and up. Auto power sprayers list from 
$2.60 up. Speedy sprayers are professional type for all 


general painting, varnishing, etc. Low cost makes sell- 
ing easy. Built right for long life. 
Dealers: Write for complete details, prices and 


discounts. 


W. R. BROWN CO. 


2014 N. Major Ave. 
CHICAGO 
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R PROFITS 


Gardiner Repair-All Sol- 
der (Acid-Core) in handy 
full sized household pack- 
ages retails at 18 cents— 
a price that meets chain 
store competition and at 
the same time allows a 
normal profit. Its uni 
formly high quality as- 
sures satisfied customers. 
Modern production meth- 
ods alone permit prices 
less than for ordinary 
solders 

Jobbers everywhere can supply 
Also 1, 5 and ou. 


20 1b. #70018 GARDINER METAL CO. 
at attractive 4821 So. Campbell Ave. Chicago, II. 


prices. 


4 
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The perfect fastener 
making and strengthen- 
ing wood joints. 







not cut 
split the wood. 
Draws the sides of 
the joint together. In 25¢ and 
10¢ display boxes with wood joint 
model. Write for dealer prices. 


WRIGHT PRODUCTS MFG. CO. 
2101 Kennedy St., N.E., Minneapolis, Minn. 








ROCHESTER 
SASH BALANCES 


@ 
r) 
o) 
e Write for prices. 


Rechester Sash Balance Co., Ine. 
Rochester, N. Y. 


Have over FORTY 
YEARS’ EXPERIENCE 
built into them. Quality 
and satisfaction assured. 











0 WEEDING, THINNING, 
CULTIVATING 


The sensible time and labor saving 
garden tool 

Works close to plants without 
injuring root growth. Does not bury 
weeds to grow again but leaves 
them on surface. Small and large 
loops reversible. Ideal for thinning 
out work. Light and fast. 

Mr. Dealer: — We will send 
you our new ‘“‘Self-Selling’’ Display 
Stand with one dozen order. 

Two styles, retails 75¢ and $1.00. 

WONDER WEEDER CO. 


Orange 
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Every Gas Stove 
Needs the 


HYDRO-FLUE 
HUMIDIFIER 


Vaporizes fumes, removes 
impurities, traps grease. 
Keeps kitchen walls clean. 
Patented. Exclusive fea- 
tures. Nationally adver- 
tised. Popularly priced. A 
profitable item with year 
round sales. Write for 
prices and full information. 
Representatives wanted. 


WARD MFG. CO. 
109 E. Milwaukee 
DETROIT, MICH. 











Stovink - household word 
everywhere - makes red or 
grey stoves black. Reno- 
vates burned out iron. 
Are you getting your share 
of this steady business? 


JOHNSON'S LABORATC RY, Inc. 
Worcester, Mass. 
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1935 Coleman Camp Stoves 


This year’s line of Coleman Camp Stoves 
includes three models. Model 3F, a large 
model, has cooking surface measuring 12 
by 22 inches. Each of the three models 
are equipped with Everdur metal fuel 
tanks said to be rust and corrode proof. 


Fuel tanks removable for easy filling. 
Band-A-Blu burners are also a feature. 
All models finished in maroon-brown 


baked enamel. They fold up like a suit- 
case with everything inside and list from 
$5.95 up. The company also offers No 
242 Coleman Lantern. Of single mantle 
type it produces up to 150 candlepower 
brilliance. Has Pyrex Brand glass globe. 
porcelain enamel ventilator top. It is of 
sturdy construction. The Coleman Lamp 
& Stove Co., Wichita, Kan. 


Thrasher Ladders 
Shown In Catalog 


Thrasher ladders and ladder equipment 
are described and illustrated in a loose- 
leaf type catalog. Illustrations include the 
Thrasher lock and brace, open and closed, 
details of Thrasher step construction and 
various models of step ladders, together 
with sectional ladders, adjustable horses, 
extension planks and- single ladders. 
Thrasher Mfg. Co., Inc., Perrysburg, N. Y. 
Distributed by Don F. Johnson & Co., Inc., 
156 Main St., Buffalo, N. Y. 


a a 


Baldwin-Duckworth 
Issues Catalog K-1 


This catalog is on chains and sprockets 
for power transmission, conveying and ele- 
vating. It contains 54 pages and is of con- 
venient pocket size. Describes and lists 
the company’s standard roller chains, parts 
and attachments, multiple roller chains, 
extended pin chains, non-corrosive chains, 
block chains, cable or leaf chains, special 
purpose chains, steel replacement chains, 
sprockets for roller chains, etc. Full tech- 
nical information is gwen. A _ 20-page 
section is devoted to practical engineering 
data for chain users. Contains rules and 
formulas for determining chain size, length, 
pitch, sprocket diameter and ratios, etc., 
rules for installation, alignment and opera- 
tion, lubrication methods, etc. There is 
a series of horsepower charts and _ tables 
for determining the right chain to use. 
knowing the horsepower to be transmitted, 
the revolutions per minute of the smaller 
sprocket and the number of teeth in the 
smaller sprocket. The Baldwin-Duckworth 
Chain Corp., Springfield, Mass. 


Pexto Wood Turning Chisel 
and Gouge Set No. HW8N 


Designed for professional or amateur 
use Pexto Wood Turning Chisel and 
Gouge Set No. HW8N comprises tools 
made of forged tool steel, correctly heat 
treated. Blades are 4 in. long except 
% in. gouge, which is 5% in. long. Highly 
polished, mirror finish, sharpened ready 





for use. Extra long handles 9% in, fin- 
ished in attractive ivory with black ends. 
Ferrules are brass. Each set packed in 
cardboard display box, equipped with com- 
partments for each individual tool. Wash- 
ita Oil Stone for honing, size 3% in. x 
2 in. x 1 in, furnished with each set. 
Weight per set 4 lbs. Suggested retail 
selling price $5.60 per set. Dealer cost 
$3.75 per set. The %4 in. and ¥% in. turn- 





ing gouges list at 65c each, the % in. 
gouge listing at 90c. The % in. round 
nose chisel and % in. skew chisel lists at 
65c each. The 1 in. skew chisel lists at 
90c; and the % in. parting chisel and 
Y% in. spear point chisel each list at 65c. 
The Peck, Stow & Wilcox Co., Southing- 


ton, Conn. 


Dri-Brite Free 
Sample Offer 


Dri-Brite Floor Wax and_Dri-Brite’s 
Once Over Auto Polish free samples are 
offered dealers. The dealer purchases six 
pints of Dri-Brite for $2.40 and six quarts 
of Dri-Brite for $4.00—total cost $6.40, 
total retail value $9.60 and receives 12 
free sample 2-ounce bottles of Dri-Brite. 
12 free sample bottles of Dri-Brite’s Once 
Over Auto Polish, and counter display car- 
tons and advertising material. Miracul 
Wax Co., 1322 Dolman St., St. Louis, Mo. 


Felton, Sibley Offers 
“Stainless” Paint 


Felton, Sibley’s “Stainless” Paint is for 
exterior house use. The maker says of 
it, “This paint will not stain from cop- 
per screening, rusty nails, ornamental iron 
work, metal gutters, etc., applying par- 
ticularly to the white and light shades 
such as ivory and cream. ‘Stainless’ Paint 
will not crack. The browns and greens 
in the ‘Stainless’ Paint line are practically 
permanent and will not fade.” It is de- 
scribed in a pamphlet recently issued by 
the manufacturer. This paint is said to 
dry in a few hours. Felton, Sibley & 
Co., Inc., 136-42 N. 4th St., Philadelphia, 
Pa. 
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VALUES! 


“SPLIT STEM” S-M BIBB 
Bibb Washer Reseating Tool 


O== 


Only 50c 


A Re-Seating Tool that does a real job 
‘ at a price within the reach of all. 

—_ 2 é A Washer that does net float, rattle or 
PAT. APPL'D FOR vibrate. Smooth in action, long-lived, 
made of materials specially selected to 
resist the destructive action of hot water. 
Write for our proposition on these two 
live numbers, mentioning the name of 
your jobber. 


SHEPARD & MOORE, INC. 
1514 Prospect Ave., Cleveland, 0. 





(Cut enlarged to show split 
stem feature) 








The Fine Quality You Expect in a 
10,000,000 SALES ITEM! 


Altho, over ten million Vaughan’s 
Saftey Roll Jr. Can Openers have been 
sold—last year was our biggest year and 
the demand increases daily. If you want 
your share of the profits that dealers are 
making on this nationally advertised 
item—send for prices at once. Can’t be 


beat for value and quick sales. 
10° 


VAUGHAN NOVELTY MFG. CO., INC. 


World’s Largest Manufacturer of Can Openers 


3211-25 CARROLL AVE. CHICAGO, ILL., U. S. A. 


Retails for 
Ask for No. 170 














MOLDED RUBBER GOODS 
; & if = > 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to manu- 


facture most anything for your special re- 

quirements. Catalogue. No. 50 on request. ye 
ELASTIC TIP COMPANY 
370 Atlantic Ave., Boston, Mass. 





























SHERMAN 
Brass Fittings 


for 


Spray Outfits 





Fig. 120 
Made of durable, long wearing BRASS. 
Guaranteed to withstand the heavy pres- 
sures and hard usage to which these prod- 
ucts are usually subjected. Fig. 120 
shows High Pressure Counvling, Fig. 65 Fig. 65 
Spray Head, Fig. 63-A Angle Y.—all pop- 
ular sellers. Write for literature which 
illustrates and describes complete line. 
Sold through Jobbers 


H. B. SHERMAN MFG. CO. 


Battle Creek Michigan Fig. 63-A 





























T.A.T ANT TRAPS 


FOR Extra PROFITS 


TAT is the most effective ant control, easiest to sell. Simple, 
convenient, harmless to children or pets. Contains two 
baits which attract and destroy ALL species of ants. Results 
guaranteed. 

We are members of the Goodman Plan and our advertising in 
national magazines, such as Good Housekeeping and Better 
Homes & Gardens, will 

create a demand. 


S If your 
GOOD jobber — $ 2 
OUSEKEEPING not supply 
HOUSEKEE vou, write [FAR ye 


Mea™ us direct. POSTPAID 


SOILICIDE 
LABORATORIES 


Upper Montclair, N. J. 







TAT 
ANTTRAP 








Poultry Netting Staples 


There’s a big difference in them. Ours are made 
from good quality wire and sharp pointed for 
easy driving. Thoroughly galvanized to prevent 
rust. 

Sizes: %, % and 1 in. Packed in 100-lb. kegs, in 
5, 10, 25 and 50 lb. wooden boxes; also in 5 or 
10 lb. paper boxes and in 4, % and 1 Ib. papers. 
All paper packages packed in wooden boxes for 
shipment. 

Ask your Jobber for Prices. 


STEEL PRODUCTS 


NATURAL GAS now used in our furnaces pro- 
duces very low sulphur steel which, together with 
a copper alloy, reduces corrosien 
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The Improved Triple Motion 


WHITE MOUNTAIN 
FREEZER 


The highest quality Ice 


Cream Freezer ever made 






The WHITE MOUNTAIN FREEZER CO.,INC. 


Nashua, New Hampshire 
























See American First! 


Are your stocks of handles low? (Would you 
please check up? Thank you!) Before ordering 
handles, SEE AMERICAN FIRST. Let us send 
samples and tell you about our famed hill hickory 
handles, explaining the many factors of quality. 
There IS a better way to produce handles and by 
36 years’ experience we have found that better 
way. May we tell you about it? Write us that 
you are handle-minded and we'll make you 
AMERICAN.-conscious. 


AMERICAN HANDLE COMPANY 


Nu Jonesboro, Arkansas 






























SEND FOR YOUR SAMPLE 
of our New No. 100 
MATTRESS BEATER 


An actual sample tells 
more than 10,000 words 
of description. 


THE HOLT-LYON CO., INC. 
Saugerties, N. Y. 


CALDWELL 

















ojash Balances 


LOWEST PRICES 
IN HISTORY 


46th Year | 
Caldwell Mfg. Co. 


40 INDUSTRIAL STREET 
ROCHESTER, N. Y. 











HORSE 
AND 
MULE 
SHOES 


BURDEN IRON COMPANY 


TROY, N. Y. 














STEEL MORTAR HODS 


BLOM No dripping onto 
“NEVER DRIP the user's back. 






Made entirely of 
steel with wooden 
shoulder saddle 
and handle. 
Edges are heavily 
26”x12” reinforced. The 
x1,” fork is pressed 
deep from heavy gauge 
steel. 
Write for prices. e 
The Cleveland Wire Spring Co. 
38th St. and Hamilton Ave. 
fe Fy Cleveland, Ohio © 7 
_——— 


Tech tacng Fa 


Belt Lacing 


ALL YOU NEED IS A HAMMER 
A better lacing made to Amer- 
ican standards, that you can 
recommend for all garage, 
farm and shop uses. Breaks 
to width. Put on with hammer 
in few minutes. In boxes or 
‘Handy Packages.’’ Profitable. 

Write for Circular, Prices. 


Armstrong-Bray & Co. 
304 N. Sheldon St., 
Chicago, U. S. A. 

























TIPPIT DOOR HOLDERS 
No. 2 Length 44%4"—reach 2” 
No. 4 Length 6”—reach 4” 


Cast malleable iron, brass 
bronze. 


AU Finishes. 
SUPERIOR _ 
HOLDER 





No. 1 Length 5” 
reach 1% | 
No. 2 Length 7”—reach 114” 
No. 3 Length 9”—reach 21%” | 
Cast grey iron-brass-bronze 
All finishes 





Superior Spring Hinge Co., 548 Lake St., Chicago 
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Hudson Poultry Equipment 
Catalog Now Available 


The 1935 Hudson Poultry Equipment 
catalog No. E 35 describes and illustrates 
oil burning brooders and accessories, roof 
saddles, brooder ventilators, brooder and 
incubator thermometers, chick feeders, 
chick and broiler feeders, chick fountains, 
flock feeders, troughs, grit and_ shell 
hoppers, flock fountains, automatic float 
valves, fountain heaters, lamps and burners, 
sanitary metal nests, trap nest fronts, auto- 
matic traps, etc. In addition the Hudson 
Moto-Air cleaner and sprayers, dusters, 
pumps cultivators, etc., are illustrated. 
Newspaper mats for dealers are illustrated. 
H. D. Hudson Mfg. Co., 589 E. Illinois 
St., Chicago, Il. 


Peters Expanding Bullet 
For Big Game Hunting 


The Peters 225 grain Non-disintegrating 
Expanding Bullet is of open point type, 
furnished in .30/06, .30/03 and .30/40 
calibres. It has a heavy collar, % in. 
wide, placed % in. back of the point of 
the bullet to control expansion. The 
maker states “when it strikes big game, 
it expands to approximately 45 calibres 
or 2% times the size of the .30 calibre 
in exposed area. The bullet is thus short- 
ened by about 4 in.; the heavy belt pre- 
vents it from losing effect in needless ex- 
pansion,” allowing it to deliver great energy 
and shocking power. For tough game 
such as elk, moose and Kodiak bear it is 
said to avoid laceration and spoliage of 
meat caused by disintegration. Bullet in 
.30/06 calibre has muzzle velocity of 2,400 
feet per second, a muzzle energy of 2,880 
ft. lb. and a penetration of 33 pine 
boards % in. thick. Said to effect a clean 
instantaneous kill. The Peters Cartridge 

0., Kings Mills, Ohio. 


Spiegel Bros. Issue 
Catalog No. 19 


Spiegel Bros., manufacturers, whole- 
salers and importers, recently issued cata- 
log No. 19 containing more than 90 pages 
of illustrations and descriptions of tools, 
builders’ hardware, tableware, cutlery, 
etc. Dealer display cartons are shown on 
some items. Price information and an 
alphabetical index are included in the 
catalog. Spiegel Bros., 5 E. 17th St., New 
York City. 


“Quiet-Mo” Lawn Mower 


Worcester Lawn Mower’s “Quiet-Mo” 
has thick rubber treads on the wheels and 
the wooden roller is covered with rub- 
ber. The rubber treads and_ rubber 
covered roller are designed to deaden 
noise, insulate metal parts against noise 
and wear and prevent damage to trees, 
shrubbery, plants, fences and walls, says 
the maker. There are four sizes of the 
International “Quiet-Mo,” widths of cuts 
and respective list prices being: 15 in., 
$16.50; 17 in., $17.50; 19 in., $18.50 and 
21 in., $19.75. Widths of cut and list 
prices of the four sizes of the Super Elm 





Park “Quiet-Mo” are 14 in., $13.50; 16 in., 
$14.50; 18in., $15.50 and 20 in., $17.00. 
Dealer discount is 30 per cent. Worcester 
Lawn Mower Co., Worcester, Mass. 





Lufkin Rule Issues 
General Catalog No. 12 


Lufkin’s catalog No. 12 covers all the 
lines manufactured by the company, in- 
cluding precision tools as well as meas- 
uring tapes and rules. There are more 
than 250 pages of illustrations and de- 
scriptions. The seven sections of this 
catalog cover: steel tapes, tape accessories; 
woven tapes; tape-rules; spring joint 
and boxwood rules, aluminum rules, 
boxwood and other folding wood rules; 
lumber rules, board rules, log rules, log 
calipers, boot calks, etc.; miscellaneous 
rules, etc., and precision tools. Index 
arrows on front cover and black markers 
on edge of book enable turning quickly 
and easily to any of the seven sections 
of this attractive catalog. The Lufkin 
Rule Co., Saginaw, Mich. 





“Kompak” Ironing Table 


The “Kompak” Ironing Table has been 
designed to give maximum skirt room be- 
tween legs and end of table. Of light 
weight it is said to stand firmly and to 
be capable of supporting 700 lbs. It is 
easily folded and moved. Has complete 
welded chassis with legs of tubular steel. 
Legs equipped with rubber tips to pre- 
vent sliding or damage to the floor. When 
folded table occupies small space and 
board is above the floor, preventing cloth 
from being soiled or torn. Suggested re- 
tail selling price is $2.95 each. The 
“Kompak” chassis can be sold as a sepa- 
rate unit and may be easily attached to 
ironing boards which are not equipped 
with legs or to the built-in type often 
found in apartments. Dealer prices are: 
$23.40 in dozen lots, $21.00 per dozen in 
three dozen lots, $20.40 per dozen in six 
dozen lots and in gross lots or more 


$19.80. Trestle Mfg. Co., Lockport, N. Y. 
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R. MURPHY’S STAY-SHARP 


SHIRT KNIFE BLADES and HANDLES 


FO @so eee 


Paper Hangers’ 
Knives 

Shoe Knives 
Oyster Knives 
Skiving Knives 
Rubber Knives 
Clam Knives 
Mackerel Knives 
Sloyd Knives 








Preferred by Expert 
Shirtcutters and Pattern Makers 





Cigar Knives 
Pruning Knives because blades are spec 
v ! ‘ ‘ pecially processed steel. Every blade 

= pg Knives is hand honed. Blades cut through many thichnesses and 

aster Knives hold their edge indefinitely. Manufactured by specialists 
Kitchen Knives in knife making for 85 years. 
Stencil Knives These and the splendid line listed at the left will 
Manual Training make your cutlery counter more profitable. 

Knives / Standard Sizes No. 1 and 2 Blades and Handles. 
Roofing Knives Write for complete Catalog and Price List. 


ROBERT MURPHY’S SONS CO. Ayer, Mass., Est. 1850 














OBURN 


FIRE DOOR HARDWARE 


@ Will meet every underwriter’s re- 
quirements in any locality. Can 
be adapted to any size opening, 
single or double door, incline slide, 
or level slide. We will gladly 
quote on your requirements. Send 
us your specifications. 





Since 1888 Coburn Products Have Been Dependable 


COBURN TROLLEY TRACK CO. 


HOLYOKE, MASS. 











One Hand 
Adjusts It 


The jaws of the B. & C. “S” Nut 
Wrench are quickly and easily ad- 
justed by the thumb of the hand hold- 
ing the wrench. An important feature, 
especially in tight places where there’s 
hardly room for one hand. 5 sizes: 6 to 14 ins. 






Ask your Jobber 
BEMIS & CALL CO. 
Springfield Mass. 




















Stock 


and Profit with 


GéB - 


UALITY 
Product 


Cigrtl} b 


ne ie GB 
&B” LABEL-- YOUR PROTECTION AGAINST SUBSTITUTION 


PE 
gi Pty 
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LOOK FOR THE “G 


Galvanized LIGHT 

Steel Wire ff .14-16-18 Mesh 
loth * DARK 

in all grades 14-16 Mesh 


e, 
d customers, testify to the soundness of our adherence to the standards of 
sad SERVICE whch have established the name of G & B” as a guaranty of dependabiity — 


The Gilbert & Bennett Mfg. Co. 


Established 1818- America's Oidest Woven Wire Factory -Manufacturers 


WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth | in all Meshes and Eauses 


PREFERENCE Continued preference with experienced buyers everywhere, and the aces mabe 


Mew York Chy 


APRIL 11, 1935 








TOOLS & SUPPLIES 


Fully Mlustrated Catalogue 
Gladly Sent Upon Request 


TROW & HOLDEN CO. 


Barre, Vermont 











Sell Them 
by the set 


Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 





It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, ete. Try it. 

Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 


Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 
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ASHLAND, Kan.: Who makes pyro- 
graphic sets, used for decorative wood 
burning?—Zimmerman Hardware. 

ANSWER: Carron Mfg. Co., 409 S. 
Dearborn St., Chicago, IIl., Presto 
Electric Co., Inc., 32 W. 20th St., New 
York City. 

* * * 

Liserty, N. Y.: Furnish names and 
addresses of several manufacturers of 
flake calcium  chloride—Floyd E. 
Bardie. 

ANSWER: Columbia Alkali Corp., 
Empire State Bldg., New York City; 
J. T. Baker Chemical Co., North Phil- 
lipsburg, N. J., and Dow Chemical Co., 
920 Jefferson Ave., Midland, Mich. 

* * * 

PHILADELPHIA, Pa.: Provide name 
and address of the manufacturer of 
Zinsser shellac—Murta, Appleton & 
Co. 

ANSWER: Wm. Zinsser & Co., 516 
W. 59th St., New York City. 


* + 


GARDEN City, Kan.: Who makes a 
small ditcher trencher, or small eleva- 
tor, for opening celery trenches about 
three feet deep?—S. Schulman. 

ANSWER: Owensboro Ditcher & 
Grader Co., Owensboro, Ky.; Simplex 
Farm Ditcher Co., Owensboro, Ky., and 
Cleveland Trencher Co., 20100 St. 
Clair St., Cleveland, Ohio. 

* * * 

KeWAUNEE, Wis.: Who makes cast 
iron furnace pipe?—Kieweg-Peters Co. 

ANSWER: Galva Heater Co., Gal- 
va, Ill., and Faultless Casting Co., 
Greencastle, Ind. 

* * * 

Wuite Prains, N. Y.: Where can 
we buy Aunt Sarah’s ovens?—Fowler 
& Sellars Co. 

ANSWER: Jackes-Evans Mfg. Co., 
St. Louis, Mo. 
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tion or issue. 


Marion, N. C.: Furnish names and 
addresses of several manufacturers of 
vari-colored celluloid in round and 
square bars, and sheets.—J. D. Blanton. 

ANSWER: Celluloid Corp., 290 
Ferry St., Newark, N. J., and Feber- 
loid Corp., Indian Orchard, Mass. 

* * * 

Boston, Mass.: Who makes Grako 
hyde lacing ?—S. Simons Hardware Co. 

ANSWER: Graton & Knight Co., 
342 Franklin St., Worcester, Mass. 

* * * 

Riwcewoop, N. J.: Who makes wood- 
en furniture knobs having the trade 
name Syroco?—Ridgewood Hardware 
Co., Inc. 


ANSWER: Syracuse Ornamental 
Co., 358 Fifth Ave., New York City. 
* * * 


Huntincpon, Pa.: Who makes the 
Siko fertilizer and lawn seed spreader? 
—C. H. Miller Hardware Co. 

ANSWER: E. E. Payne Co., Gosh- 
en, Ind. 

* * * 

Carico Rock, ArK.: Where can we 
buy church offering plates?—Calico 
Rock Hardware Co. 

ANSWER: Aluminum Goods Mfg. 
Co., Manitowoc, Wis., and Keltner Mfg. 
Co., Ashley, Ohio. 

* * * 

Moosup, Conn.: Furnish address of 
the Gifford Wood Co.—C. D. Salisbuy 
& Sons, Inc. 

ANSWER: 
Nn. Y¥. 


23 Hill St., Hudson, 


* * * 


Cuarvtotte, N. C.: Where can we 
secure four pound lard buckets?— 
Southern Hardware Co. 

ANSWER: W. F. Robertson Steel 
& Iron Co., 1422 N. Lowry Ave., Spring- 
field, Ohio; Continental Can Co., 100 
E. 42nd St., New York City, and Metal 
Package Corp., 110 E. 42nd St., New 
York City. 

* * * 

Witmincton, N. C.: Provide names 
and addresses of manufacturers of imi- 
tation grass for window displays.—Ja- 
cobi Hardware Co. 


Who Makes It? 


Information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
27, 1934. When writing to the firms mentioned, state that you 
saw the product listed in Hardirare Age “Who Makes Itt” sec- 


ANSWER: Elk Supply Co., Inc., 41 
W. 26th St., New York City; Select 
Artificial Flower Co., 12 W. 3lst St., 
New York City; Thomas E. Collins 
Co., 1700 Oliver St., St. Louis, Mo., and 
Garrison-Wagner Co., 1627 Locust St., 
St. Louis, Mo. 

oa * * 

Burrao, N. Y.: Who makes a lock- 
ing coat hook for restaurant use?— 
H. D. Taylor Co. 

ANSWER: Backus 
Smethport, Pa. 

* * * 


Novelty Co., 


Bunker Hinz, Itt.: Where can we 
get repairs for Twentieth Century 
steam boilers?—Jacobi Hardware Co. 

ANSWER: Twentieth Century Heat- 
ing & Ventilating Co., Akron, Ohio. 


* + 


PHILADELPHIA, Pa.: Who makes a 
chair brace, consisting of four chains 
and a turnbuckle, which retails for 
about fifty cents?—Falls Hardware Co. 

ANSWER: De Boer Mfg. Co., Syra- 
cuse, N. Y., and Wittliff Furniture 
Brace Co., Cleveland, Ohio. 

* # 

BranrorpD, Conn.: Who makes Cy- 
maco chick fountains?—Collins & 
Freeman, Inc. 

ANSWER: Cyclone Mfg. Co., Ur- 
bana, Ind. 

* * * 

WituiaMsport, Pa.: Who makes 
Dickey hooks for window cleaning 
belts?—Williamsport Hardware Co., 
Inc. 

ANSWER: R. J. Dickey & Sons, 
Inc., Columbus, Ind. 

* * * 

NortH HENpDERSON, ILL.: Where can 
I secure repairs for a Leader fanning 
mill?—Geo. C. Edgar. 

ANSWER: J. L. Owens Co., Minne- 
apolis, Minn. 

* * * 

MitwavukEE, Wis.: Who makes the 
Keystone food chop per?—Badger 
Paint Stores. 

ANSWER: Colebrookdale Iron Co., 
Boyertown, Pa. 
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JUFAIN Wizarp JUNIOR 
TAPE-RULE 


Its popular price and imme- .. 
diate appeal make it another *S 
“Best Seller.” Blade %” 
wide, 72” long, graduated to 
16ths, is manually operated in 
a case only 1%” in diameter. 


THE LUFKIN fpULe (0. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 








No. 1686 — 72” 
Wizard Junior 
75 Cents Each 





HOSE COUPLINGS 


RAP} AND MENDERS 


The only practical coupler or 
mender requiring no tools to in- 
stall and no expense for straps or 
bands to prevent leakage. Simply 
push into hose. Fins grip securely 
and positively prevent pulling out. Made 
of steel, cadmium plated, rust and wear- 
proof. Made in garden hose sizes: !/>”, 
54", 3%," and 34” oversize. If your jobber 
does not carry them, write us. 


CURTIS SCREW CO., INC. 
17 Gull St., Buffalo, N. Y. 


















HILL CLOTHES DRYER CO., Inc. 


Manufacturers 

of the famous: 
Hill Champion, Eureka 
Atlas Style D 
Spartan Style H 

and Roof Dryers 


HILL 


CLOTHES DRYER CO., Inc., Worcester, Mass. 


New York Distributor 
H. Kornahrens, Ine. 











MOULTON LADDERS 


Strong and Safe 


Profitable, Satisfactory Sellers 


YALE (MECHANIC TYPE) STEP- 
LADDER as shown. A quality step- 
ladder, made strong, safe and dur- 
able. Has malleable top hinges 
clamped over top—% in. Steel rod un- 
der each tread with truss block. Steel 
braces under bottom tread. Cad- 
mium plated hardware. Sides 3% 
in. Legs 2% in. with 1% in. rungs. 
Treads 3% in. Sizes 3 to 12 ft. 

Wet. approx. 3 Ib. per ft. 

EXCEL STEPLADDER—a safe, light 
weight stepladder at a lower price 
than the Yale. Sizes: 3 to 12 ft. incl. 
Wet. approx. 2% Ib. per ft. 

Send for Literature and Trade-prices. 


The Moulton Ladder Mfg. Co. 
Somerville Mass. 














Bommer 
ee Floor Hinges 


Suitable for 
all sizes and 
kinds of 
doors, metal 
or wood 


Write for illustrated catalogue 
Bommer Spring Hinge Co., Brooklyn, N.Y. 




















*““SURE-GRIP’’ 


GALVANIZED STEEL 


HOSE CLAMPS 


GARDEN 
HYDRANT 
BEER 

FOR < SPRAY HOSE 
AIR 
STEAM 
SUCTION 


Send for Complete Price Lis 
Sold by Leading Distributors 


J. R. CLANCY, Inc. 


Syracuse N. Y 














-» BRUSH-NU COMPANY ,, 


BALTIMORE MARYLAND 
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SASH CHAIN 


Other Hodell Chains 


WELDED— Proof Coil Chain @ Steel 
Loading Chains @ Trace Chains @ Well 
Chain @ Cow Ties @ Log or Binding 
Chains @ Heel and Butt Chains @ 
Breast and Wagon Chains @ WELD- 
LESS —Tie Outs @ Coil Chain @ Pump 
Chain @ Porch Swing Chains @ 
Cow Ties @ Dog Chains 


THE CHAIN PRODUCTS CO. 


3934 Cooper Ave., Cleveland, Ohio 
Established 1886 





Woven Link and 
Stamped Link Patterns 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum 50 cents per insertion. 


All Other Classifications 
Set Solid, Maximum of 50 words... .$3.00 


Each additional word ..........-. 06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word ........+.++. 06 


Allow Seven Words for Keyed Address. 
Boxed Display Rates 


DO acct csndsntesscicewceceds - $5.00 
Each additional inch ........ coccce 400 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobber’s Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 

ments 


ae — —- 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


== @ «== 
HARDWARE AGE is published every other 
Thursday. Classified forms close 13 Days 








previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 
Atiegumemmatnnent replies to 

HARDWARE AGE 
Classified Opportunities Dept. 

239 West 39th St., New York City 








BUSINESS OPPORTUNITIES 


SALES REPRESENTATIVES WANTED 


SALES ACCOUNTS WANTED 





FOR SALE —_WILL SACRIFICE HARD- 
WARE sstore in Canton, Ohio (105,000 popula- 
tion); well located and business showing profit. 
Low rental. Owner engaged in other business. 
Address—H. A. Greenberger Co., 815 Renkert 
Bidg., Canton, Ohio. 


AIR-O-VAC FURNACE CLEANERS WITH 
34” WATER lift, the strongest, new portable 
suction and blowing $200 cleaner, complete with 
tools for $125, also a cheaper model. Address 
Air-O-Vac Furnace Cleaner Mtg. Co., 206 x 1225 
W. Mitchell St., Milwaukee, Wisc. 


OPPORTUNITY TO REDUCE YOUR IN- 
VENTORY. Weare in the market for Job Lots 
Seconds, Discontinued Items, Close-outs, etc., of 
Hardware, Mechanics’ Tools, Electric Appliances, 
Housefurnishings and Cutlery. Send samples and 
quote your prices for the lot. Address Charles 
Weiland, Inc., 149 Chambers St., New York City. 


LONG ISLAND, N. Y.—COMPLETE, clean 
stock of shelf and builders’ hardware, tools, paints 
and janitors’ supplies. Inventory approximately 
$12,000. Established for over 20 years in this 
locality. Will sacrifice for immediate disposal. 
Leaving town. No Auctioneers. Address Box 
B-678, care of Harpware AGE, 239 W. 39th St., 
New York City. 


WESTERN PENNSYLVANIA — GOOD 
CLEAN STOCK of hardware and plumbing with 
modern fixtures. Well established in city with 
trading area of over 25,000. Has shown profit 
during depression. Inventory about $19,000. Not 
interested in bargain hunters or auctioneers. 
Address Box B-659, care of Harpware Acz, 
239 W. 39th St., New York City. 


HARDWARE MAN SEEKS EXPANSION 
OPPORTUNITY, age 38, now operating retail 
store New York City; 20 years’ experience with 
first-class outfits; have excellent credit rating. 
Would like to take over location of fair sized 
store with reduced stock from man thinking of 
retiring, or may consider interest. Open for 
propositions. All references exchanged confiden- 
tially. Address Box B-664. care of HARDWARE 
Acz, 239 W. 39th St., New York City. 

















ESTABLISHED MANUFACTURER HAS 
SEVERAL OPENINGS exclusive territories. If 
you are now calling regularly on hardware, mill, 
and contractor supply trade and can add several 
good items to your line, commission basis, our 
Proposition will interest you. Address Box 377, 
Toledo, Ohio. 





SALESMEN NOW CALLING ON HARD- 
WARE jobbers and larger retail hardware trade 
throughout the country to handle good side line 
paying liberal commission. Write stating experi- 
ence and territory now covered. Address Box 
B-647, care of Harpware Acz, 239 W. 39th St., 
New York City. 





MANUFACTURER WANTS REPRESENTA- 
TIVE WITH CLIENTELE for Eastern New 
York calling on wholesale and retail hardware 
and auto accessory trade. Article has been well 
introduced, hes a wonderful reputation, and is a 
good repeater. Address Box B-668, care of 
Harpwar_e Aor, 239 W. 39th St., New York City. 





SALESMEN WANTED. LARGE NEW 
YORK wholesale hardware, housefurnishing, elec- 
trical house. Must be thoroughly experienced 
with lines mentioned and have following in 
Westchester County, Connecticut, Middlesex, 
Union, Monmouth Counties, Jersey. Give details, 
last ten years’ employment. Commission basis. 
Confidential. Address Box B-661, care_ of 
Harpware AGE, 239 W. 39th St., New York City. 





REPRESENTATION WANTED IN THE 
FOLLOWING territories: North Dakota, South 
Dakota, Nebraska, Iowa, Minnesota, Wisconsin 
and the Upper Peninsula of Michigan, for a line 
of builder’s hardware. The line is well made, 
well finished and excellently designed and com- 
prises both Commercial and an extensive Period 
Line. We want men in these territories who are 
thoroughly covering the ground calling on the hard- 
ware trade and lumber yards on a straight com- 
mission basis. Address The Earle Hardware 
Mfg. Co., Reading, Penna. 





SALES REPRESENTATIVES WANTED 











Sealer or Salesman Wanted 


To interest City and Town _ Officials 

in Street Name Signs, Traffic Signs, 

Reflecting and Neon Beacon Signals. 
Liberal commissions paid. 


Municipal Street Sign Corp. 
152 W. 42nd ST., NEW YORK CITY 














MANUFACTURER WANTS A FEW MORE 
salesmen or distributors calling on hardware and 
plumbing trade, wholesale and retail. Few ter- 
ritories open. Good side line. Going big. Every 
woman wants one. Address Dept. 2—890 St. 
James Ave., Springfield, Mass. 


SALESMEN NOW CALLING ON WHOLE. 
SALE hardwares, to carry as_a_ side line our 
new patented wire stretcher; liberal commission, 
easy to carry, weighs less than two pounds, and 
retails for $2.25. Address Forsythe & Miller. 
Bernice, La. 








MANUFACTURERS’ REPRESENTATIVES 
NOW SELLING BUILDERS’ hardware lines 
and who are at present calling on large retailers 
and jobbers, wanted to handle a builders’ hard- 
ware specialty line. Real demand for this line. 
Principal cities open. Address Box B-679, care 
of HArpware AGE, 239 W. 39th St., New York 

ity. 





WANTED ESTABLISHED REPRESENTA- 
TIVE CALLING ON hardware and paint job- 
bers, also furniture manufacturers to represent a 
staple line on a commission basis. Must be able 
to devote some time in reestablishing old contacts. 
Good territories in various parts of the United 
States now open. Submit reference and state 
lines now carried. Address Box B-672, care of 
Harpware AGE, 239 W. 39th St., New York City. 





MANUFACTURERS’ REPRESENTATIVES 
OPPORTUNITY TO ADD one of leading na- 
tionally advertised lines of popular bench wood- 
working machinery selling to leading retail hard- 
ware, mill supply and machinery trade. Terri- 
tories open—Southeastern States; also, Illinois and 
Iowa; also Michigan, Ohio, Pennsylvania. Write 
fully first letter. Address Box B-662, care cf 
Harpware Ace, 239 W. 39th St., New York City. 





EXPERIENCED HARDWARE SALESMAN 
SEEKS ADDITIONAL non-conflicting lines for 
Metropolitan New York area. Has _ following 
among wholesalers, retailers and the supply 
trades. Has had 25 years of successful experi- 
ence in this field and territory. References avail- 
able. Address Box B-663, care of HarDWARE 
AGE, 239 W. 39th St., New York City. 





BUILDERS’ HARDWARE, CUTLERY, 
SPORTING GOODS or other reputable lines 
providing volume wanted by manufacturer’s rep- 
resentative established fifteen years, covering the 
jobbing and large dealer trade in Indiana, Ken- 
tucky and Ohio. Have an established following 
of 500 active accounts, and have four salesmen 
available for concentrated coverage. Address Box 
B-670,.care of HARDWARE AGE, 239 W. 39th St., 
New York City. 





OF INTEREST TO MANUFACTURERS 
WANTING export to the Netherlands. Factory 
representative covering the Netherlands thor- 
oughly, selling only one American special line, 
can handle additional lines for wholesale hard- 
ware and kindred trade, on commission basis. 
Known to the trade for years. First-class Amer- 
ican references. Address Box B-669, care of 
Harpware AcE, 239 W. 39th St., New York 


City. 





WANTED—ANOTHER LINE BY OLD es- 
tablished manufacturer’s agent covering Southern 
States for more than 20 years. Have close con- 
tacts with hardware and mill supply jobbers. Only 
lines offering opportunity for large volume con- 
sidered. Will work either salary or commission 
basis. Jobber and manufacturer references gladly 
furnished. Address Box B-674, care of Harp- 
WARE AGE, 239 W. 39th St., New York City. 





J 

TO MANUFACTURERS INTERESTED IN 
THE Cuban Market—I am desirous of represent- 
ing reliable manufacturers of hardware, glass- 
ware, crockery and fast-selling housefurnishings 
on a commission basis. I am well acquainted 
with all responsible importers throughout this 
country. Address—Daniel Gonzalez, Maximo 
Gomez 224, Havana, Cuba. 


Hardware Personnel 


FROM THE MANAGER TO THE 
DELIVERY BOY 


WHOLESALE RETAIL 


Our files contain applications of several 
hundred experienced and well-trained em- 
ployees in the hardware industries. 


NO CHARGE TO EMPLOYERS 
FOR THIS SERVICE 


If we can be of any help to you, just phone {} 


ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street New York City 
WIS. 7-1802, 1803 
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YOUNG MAN, AGE 26, HIGH SCHOOL 
graduate, 8 years’ experience hardware stock and 
shipping, desires position with wholesale or retail 
hardware firm in Metropolitan area. Address 
Box B-666, care of Harpware AGE, 239 W. 
39th St., New York City. 


YOUNG MAN 18 YEARS OF age desirous of 
learning hardware business wishes position with 
hardware or electrical firm in Metropolitan New 
York District. Mechanically inclined and has 
had one year’s experience with electrical manu- 
facturer. Address Box B-665, care of HARDWARE 
AGE, 239 W. 39th St., New York City. 


SALESMAN—SIXTEEN YEARS’ EXPERI. 
ENCE IN the Metropolitan district and on the 
road. Open for proposition in the Metropolitan 
district. Can furnish Al credentials as to 
character and ability. Address Box B-637, care 
2 ee Ace, 239 W. 39th St., New York 

ity. 


SALESMAN WITH ESTABLISHED FOL- 
LOWING AMONGST hardware, housefurnishing 
and _ variety jobbers also contact department and 
chain stores in Metropolitan New York area, de- 
sires connection with reputable manufacturer. 
Address Box B-658, care of HARDWARE AGE, 239 
W. 39th St., New York City. 


A_ MAN EXPERIENCED IN MERCHAN- 
DISING, advertising, promotion, display and spe- 
cialty selling, steadily employed, sale connection 
with jobber or manufacturer preferably in North 
Central territory, but will go anywhere. Excellent 
record, references and reason for desiring change. 
Address Box B-667, care of Harpware AGE, 
239 W. 39th St., New York City. 


HARDWARE MAN 43 YEARS OF age, 
thoroughly experienced in retail and wholesale 
hardware, paints, sporting goods and kindred 
lines, both inside and outside, desires a position 
with responsible retail firm. Capable of buying, 
bookkeeping and store management. Salary sec- 
ondary. Free to go anywhere. Middle West or 
South preferred. Address Box B-67i, care of 
— AGE, 239 W. 39th St., New York 
ity. 


ABILITY, AGGRESSIVENESS, INITIA- 
TIVE, THE DESIRE to succeed, temperance and 
neatness coupled with a sterling character; backed 
by a successful record, the prime requisite of a 
producer. To the manufacturer in need of a 
salesman of this type, 42 years of age, a gentile 
and married, selling to the hardware department 
store, drug and manufacturing trade in California, 
I offer my services. Address Box B-654, care of 
Harpware AGE, 239 W. 39th St., New York City. 























COLLEGE GRADUATE WISHES POSI- 
TION WITH reliable firm. Hardware and mill 
supply experience. Also experience in merchandis- 
ing and selling over counter. Educated in Battle 
Creek, Michigan, public schools and Battle Creek 
College. Health is good. Best references. - 
dress Box B-676, care of HARDWARE AGE, 239 
W. 39th St., New York City. 





ATTORNEY SEEKS POSITION WITH 
COMMERCIAL firm, have been in active prac- 
tice past seven years representing manufacturers’ 
yobbers in housefurnishing, hardware and allied 
lines. Well grounded in commercial matters. 
Capable managing collection department. Ad- 
dress Box B-653, care of HarpwArE AGE, 239 
W. 39th St., New York City. 

SALESMAN—TEN YEARS’ EXPERIENCE 
COVERING the hardware, building, fishing tackle, 
and sporting goods trades in Southern New York 
State. Also six years calling on the bicycle and 
motorcycle trade of the Southwestern states. Am 
single and have A-1 references. Address Box 
B-642, care of Harpware AGE, 239 W. 39th St., 
New York City. 


SALESMAN, 25 YEARS’ EXPERIENCE 
HARDWARE and mill supplies, covering the 
hardware jobbers, dealers and_ industrial plants 
in Mass., New York City, and New Jersey. Last 
15 years traveled for two of the best saw manu- 
facturers known to the trade. Have a car and 
will travel anywhere. Address Box B-673, care 
of Harpware AGE, 239 W. 39th St., New York 
City. 


ATTENTION! MANUFACTURER: SALES- 
MAN NOW AND for the past ten years actually 
selling the leading hardware and housefurnishing 
jobbers, chains, department stores and syndicates 
in Metropolitan New York. Can offer conscien- 
tious and aggressive representation together with 
highest credentials. Either salary or drawing 
account. Address Box B-648, care of HARDWARE 
Ace, 239 W. 39th St., New York City. 











ANOTHER SCREWY HARDWARE AND 
SPORTING goods man, 35 years of age, believes 
that someone can acquire an asset by hiring him. 
Ten years traveling experience, without a college 
training, and still unsuccessful. Can groom and 
exercise saddle horses, also can drive a good car, 
as the result of military training. Would prefer 
a position as a_ traveling companion with the 
major duties as follows: horse back riding, fish- 
ing and hunting, but in a2 pinch could take care 
of very patient customers in a retail store. What 
have you? Address Box B-677, care of Harp- 
ware AGE, 239 W. 39th St., New York City. 





THOROUGHLY RELIABLE RETAIL AND 
WHOLESALE hardware man, experienced in all 
departments including mill and factory supplies. 
Open for connection with either retailer, whole- 
saler or manufacturer. Productive inside and_out- 
side salesman, buyer and store manager. Mer- 
chandiser of ability, and progressive sales execu- 
tive. Address Box B-655, care of HARDWARE 
AcE, 239 W. 39th St., New York City. 





YOUNG MARRIED MAN WITH FAMILY 
desires a position as manager of a_ hardware 
store in a small town anywhere. Has had twelve 
years’ experience selling in store—seven years in 
the hardware line including sporting goods and 
automotive supplies. At present employed as 
manager in hardware store in New York. Must 
move on account family health. Excellent refer- 
ence obtainable. Address Box B-635, care of 
— AcE, 239 W. 39th St., New York 

ity. 


SALES EXECUTIVE AVAILABLE. THIS 
WELL trained sales executive will be available 
May list to assume a position as sales manager or 
district branch manager for some responsible con- 
cern who is looking for an active, ambitious, clean 
cut, trustworthy and experienced man. He is the 
type of sales executive who can secure distribu- 
tion personally for a small concern that needs 
a start or can handle a sales force that will secure 
distribution for a large concern, He is_ well 
grounded in the fundamental principles of ad- 
vertising. He has been connected with one large 
company for 15 years. He has had 8 years’ ex- 
perience selling personally in the Metropolitan 
New York territory. ‘onditions beyond his 
control makes this change necessary. Address 
Box B-652, care of Harpware Ace, 239 W 
39th St., New York City. 








THIS ADVERTISING IS DIRECTED TO 
the manufacturer who could use more business 
from the State of Ohio. To such a firm I can 
offer my experience of about 10 years contacting 
such accounts as hardware, automotive and furni- 
ture for old line jobbers. Am employed now, 
but desire a direct factory connection eulfing 
direct to the above class of merchants or throug! 
jobbers. Am not looking for a snap or big check 
every month, but desire a line where ability and 
hard work will eventually produce both. Am old 
enough to have sound judgment and young enough 
to work a full day’s work. Make good appearance 
and shall supply good references. Will appreciate 
full information in your replies and assure you 
they will be treated strictly confidential. Am not 
interested in side line propositions. Address 
Box B-680, care of Harpware AcE, 239 W. 39th 

















He ADVERTISED IN THE R 


IGHTt MEDIUM 


This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 
Opportunities Section of Hardware Age— 


A nationally known company replied to his adver- 
tisement and he secured a desirable position through 
advertising in the right medium. 


HARDWARE AGE is noted for quick results— 
try it—send your ad to— 


HARDWARE AGE 


Classified Opportunities Dept. 


239 W. 39th Street New York, N. Y. 
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HERE’S one of the fastest selling items in the retail 
hardware trade . . . ball bearing casters that roll in any 
direction quietly, smoothly and without effort. 

MERCHANTS MAKE MONEY WITH “ACME” CASTERS 
Every customer is a logical prospect for “AcME” Ball 
Bearing Casters. All you have to do is demonstrate. . . 


roll an “Acme” along the counter or in the palm of your 


hand and the sale is made. Stock “AcMEs” and roll up 
profits. 


THE SCHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 


as WD 
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THE ABW Socket SHANK 
with Rolled Shoulder and Shock Band 





OR strength, toughness, lightness, balance and 
shoveling ease, this new socket shank is superior 
to any similar type ever produced. 
Blades and shank are forged from high carbon 
quality steel and heat treated. It is equipped with 
the famous ABW Shock Band, which increases the 
handle strength 21%. The new rolled shoulder not 
only serves as a convenient and comfortable step, 
but gives an added strength to the blade. 
This great shovel has features of proven merchan- 
dising value. 


ASK YOUR JOBBER 


Note the Rolled 


BIT cisied above” ~~ AXMES BALDWIN WYOMING CO. 
I7/4 Parkersburg, W. Va. North Easton, Mass. 
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Dependable 


Quality, Accuracy, Uniformity, Service 
and Deliveries that Make Business Better 



































Write for Catalog 
GLARK Brosfot 

their catalogs. Not sold by mail Th Hl 0 IL F N D F N 

order companies under its own $e) e 

or any other name. Specify RADIO IN EVERY ROOM 

FLEXIBLE 
STEEL LACING CO. 
4616 Lexington Street, Chicago lh OTL Ath 


Bemiss Street Milldale, Conn. 
“Genuine Alligator Steel Belt 
Lacing.’’ Order In Octumbusiti 
In England at 133 Finsbury Pavement, London, EC 2 


a 
SRI 
ALLIGATOR featuring— 
TRAD MARA REO. U.S. PAT. OFFICE ae. Roons, Goad Food, Carel 
STEEL BELT LACING aes Prepared, and tie oe 
- 2.50 Single 
Conan MLLtGaToe Srna 
enuine 
BELT LACING i ked b Gh, “f: 
BELT LACING is stocked by In Oleveland iti 
through your jobber. 
@ The NEILHOUSE 


© The MAYFLOWER 


RADIO IN EVERY ROOM 


hn Sloledo-in 
© The NEW SECOR 


& Alinal Tah ie 
_ © The FLEETWOOD 


An Exclusive Winter Resort Hotel 
DeWitt Operated Hotels 


are located in the heart 
of their respective cities 


























DOMES of SILENCE ta 


UPHOLSTERY 


KEY CAPS 


p Remco REMCO PRODUCTS “°norowr ne 


COMBINATION KEROSENE LANTERN 
STOVE and HEATER 


THUMB TACKS tortincevtion 


CUSHIO Zt e 
RUBBER GUIDES ‘a NeISI2 No. 9H 
am PP © ab a » » 
CAMPINGO N91 
N? 9 N? 210 


NUMERAL FLAT HEAD i ee ee annenvm, maven exp Tee 

















LETTE «35 Pearl Street avs, 


Robert E. Miller, Inc. “ : ~ a 
. REMCO REAL CARVED WOOD MOULDIN 
Domes of Silence, Inc. sou our Jobber and vee that wut Trade- Maik appear New York 








KEROSENE Stove Swedish Optimus Co., Inc. * ee ae eee N. Y. 4 








150 HARDWARE AGE 
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Nationally Accepted 
As the World’s Best 
Lawn Mower! 
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ECLIPSE POWER MOWERS The best known Lawn Mower name in America because 
- 484" of years of national advertising continuing in 1935, reach- 
ey /f ing over Twelve Million readers. 

Intensive dealer helps including mechanical floor sales- 
man, special exhibit literature featuring Hand and Power 
Mowers as well as “Beautiful Lawn” booklet free to your 
customers, Attractive window display and hangers. 


A Complete Line 


Your Mower sales will reach new heights with this big 


Eclipse plan. It brings buyers into your store to buy of Hand and 
Eclipse and only an Eclipse Mower with its two exclusive Power Mowers to 
features will satisfy these customers. Satisfy Every 


Be ready for them with a stock of the latest Eclipse 


models. Write or wire. Customer 


ROUND OUT YOUR LAWN MOWER SALES this year by selling ECLIPSE Power 
Mowers .. . Three sizes, powered for any lawn... . Priced from $137.50 up 


ECLIPSE LAWN MOWER CO... Prophetstown, Illinois 
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NOW SPEED YOUR SALES 
With NEW Bigger Values 


WINCHESTER tf ...,.. 69 


POPULAR PRICED New Bolt Action 


22 RIFLES A Box Magazine 
; REPEATER 


A Sales Pulling Leader for 1935 


G" your order in immediately for this newest Winchester—ready about 
April 1. Its wide usefulness, popular type, quality and price make it so 
attractive that it is bound to go over big—bound to draw trade like a magnet. 
Thousands of ambitious shooters of moderate means will buy Model 69 for 
Spring and Summer shooting holidays. 
Winchester sporting type one-piece genuine American black walnut stock of full man’s 
size—with pistol grip and real, deep, semi-beavertail forend. Composition butt plate. Round, 
tapered 25-inch Winchester barrel, crowned at muzzle. Winchester safety military bolt action; 
firing pin cocks on closing action of the bolt; safety integral with bolt. Latest Winchester sights: 
front, No. 97-A with non-tarnishable metal bead, ramp base and detachable sight cover; rear, No. 96-B 
peep sight, with fine elevation and windage adjustments (instantly made with thumb and finger) and 
mounted on receiver bridge. Furnished with open 
sporting rear sight instead if preferred. Two detach- 
able box magazines, each holding five cartridges—one for 
.22 Long or Long Rifle cartridges, one for .22 Shorts. Cham- 
bered to shoot all three sizes, either regular or Super Speed .22s. Take 
down. In individual display cartons. Weight about 5 lbs. Order TODAY! 


Big Values in Slide Action Repeaters 
and Bolt Action Single Shot .22s 


These four Winchesters will round out your stock to cover every call for popular 
priced .22s. Left to right: 

Winchester Model 61 Slide Action Hammerless .22 Repeater. Now at new, 
attractive lower price. 

Winchester Model 62 Slide Action Hammer .22 Repeater. Also attractively re- 
duced in price. ' 

New Winchester Model 68 Bolt Action Single Shot .22. Superior sight equip- 
ment. A remarkable value at its price. 

New Winchester Model 67 Bolt Action Single Shot .22. The popular buy for 
both looks and performance at its very low price. 


NeW NEW COLORFUL 
7 DISPLAY ATTRACTS 
|WIN. ESTER YOUNG SHOOTERS 


s ine ie SHOT 

If you haven't this latest Winches- 
ter display piece in full color, write 
us for it at once. Shows models 
that boys especially want. Ties in 
with Winchester widespread, aggres- 
sive advertising on .22 rifles and 
ammunition. 


Feature these timely .22 
Rifles and Winchester .22, 
neds aun Weave Cartridges Now! . 
FOR EVER LAR 


WINCHESTER REPEATING ARMS CO., NEW HAVEN, CONN., U. S. Au 


HARDWARE ACE 





man’s 
ound, 
tion ; 
ights: 
. 96-B 
) and 





